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Pp ROSP ERITY —e Waste 


HE outstanding problem of 

our distribution system can 

be easily summarized in one 
question: “Can we reduce the mar- 
gin between our farmer and manu- 
facturing producers on one side, 
and our consumers on the other?” 
I am convinced that we can. I be- 
lieve that it can be done without 
reduction of wages or legitimate 
profits. I believe that in doing so we can make the 
greatest contribution to the improvement of the posi- 
tion of our farmers and that we can make a contribution 
to lowered cost of living. 

I believe it can be done by voluntary cooperation 
in industry and commerce without governmental regula- 
tion. It can be expedited by an extension of the friend- 
ly assistance of the government agencies in organization 
and information. 

These possibilities lie in the elimination of waste. 
I have hesitated to make so general a pronouncement 
until I felt that we could clearly demonstrate not only 
the existence of such great wastes, but also demonstrate 
from actual experience the practicability of their elimi- 
nation and the method of doing it. 

The area of undue profits in the margin has been 
pretty well eliminated in the past two years. During 
the period of inflation and deflation there were both 
undue profits and undue losses, both equally a burden 
upon the producer and consumer. But with the gradual 
stabilization in prices the processes of competition have 
attended to this job. 

There is today, in actual operation, effective organiza- 
tion cooperating with the Department of Commerce in 
systematic and gradual elimination of such waste. 
Something over 100 industries and trades are develop- 
ing actual programs in various stages of attainment. 
They vary from a single commodity to such organiza- 
tions as that which we have set up for regional action 
of shippers and the railways. We have thus conducted 
a great experimental laboratory from which we now 


From an address before the 
National Distribution 
Conference 


By HERBERT C. HOOVER 


have definite results. Here are the 
conclusions drawn from our experi- 
ence, with the hope of their wider 
adoption and of your continued and 
increased support upon a more sys- 
tematic scale. 

There is no room fer soap-box 
oratory in this theme. It is neces- 
sary to get down into the dry eco- 
nomic fundamentals of our distri- 
bution system, for remedy lies in more tedious work of 
investigation and negotiation and decision. It is easy 
to be entertaining if we set up straw men and wail at 
their destruction of human liberty, to effect the dis- 
covery of wicked profiteers and leeches who are sucking 
out the blood of the nation, but there is little poetry 
and no recreation in working out these problems trade 
by trade. 

I wish at once to make it clear that in speaking of 
waste, I do not mean waste in the sense of willful waste, 
but economic waste, which is the natural outgrowth of a 
competitive system. I do not mean the waste that any 
single individual can correct by his own initiative, but 
the waste that can only find remedy in collective action. 
Nor are the wastes to which I refer to be corrected by 
any extension of the Ten Commandments, or by any 
legislative extension thereof. You cannot catch an 
economic force with a policeman. 

The kinds of waste that cause costly losses 
roughly catalogued as follows: 

1. Waste from the speculation, relaxation of effort 
and extravagance of booms with the infinite waste from 
unemployment and bankruptcy which comes with the 
inevitable slump. 

2. Wastes from excessive seasonal character of pro- 
duction and distribution. 

3. Waste caused through lack of information as to 
national stocks, of production and consumption with its 
attendant risk and speculation. 

4. Waste from lack of standards 
grades. 
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of quality and 


[CONTINUED ON PAGE 66] 




















HEN in doubt, pick 

iY pumps, is not a half bad 

theory when dress colors 

are many, prints complex, and 
harmonies almost impossible. 

Pick pumps for economy. This 
is another way of expressing the 
possibilities of selling shoes at a 
price that will realize for the store a real profit. The 
pump, as such, takes very little leather, and the cost of 
pattern and all of the material needs are certainly less 
than in other footwear. Therefore, many a merchant 
has made a profit in the sale of pumps because they are 
simple. 

The third factor, which is the most important of all, 
is the fact that in dress fashions today length and 
sweep of line are the important thing. Hosiery design 
is changing to give that effect of long, slenderizing 
lines. The pump-covered foot carries that idea still 
farther. 

The pump, therefore, is the foundation for fashions 
of the moment, and is the most important article of foot- 
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WV hen in Doubt 
Pray Pumps 


Not Only Are They Styleful but They’re Profitable as Well “iy 


The pump, furthermore, is a 
fitting foundation for the long, 
slender lines created by 
short skirt silhouette and ac- 
cented by the hosiery design 
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wear. Simple pumps, operas, re- 
gents, etc., if made right, and 
fitted right, are easy sellers, but 
they have a habit of being worn 
with every costume, thereby de- 
creasing the number of pairs sold, 
which “is not so good.” 

The tendency now is to make 
studies of pump patterns in order to get the same 
straight line effects, with the addition of some clever 
touch that will brighten the trim of the shoe. The trend 
of style is toward a new gayety of line and color. The 
ingeniously contrived front bow, or slightly lifted strap 
on a pump last, gives new opportunity for originality. 

The pump, as such, permits of ornamentation by 
buckles, brilliants, panels, inlays, appliques and little 
conceits in contrasting leathers. The next development 
in these new pump models must show some touch of 
cleverness, some detail that shows that the maker is a 
craftsman and that the buyer is a selector of pretty 
footwear for his community. 

It matters little what the touch of style may be on 
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patent leather pump can 
be brightened by gun- 
metal. Suede pumps may 
be banded with lizard or 
snake. There are all-over 
reptile pumps, also, and 
then comes the natural 
development of white 
pumps for Summer wear. 

The interesting fact 
about pumps is that they 
are good for a number of 
weeks yet, and then natu- 
rally fit into sandal effects 
for Summer wear. It is 
nationally agreed that a 
fancy mid-Summer period 
is ahead with new and in- 
teresting sandals. Mean- 
while, the interest in 
pumps indicates merchant 
opportunity for more 
profit on a shoe that natu- 
rally fits into the Spring period. 

If it were possible to make a 
chart of the first demands for 
pumps, and the rise and fall of 
that demand from mid-January 
to mid-April, and this same report 
were made by hundreds of mer- 
chants, and then saved for an- 
other year, the trade would find 
that it had a valuable barometer 
of the pump movement each 
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the new pumps, provided it is 
original and in good taste. This 
new originality can be encouraged 
by changes of material. The - 
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Pumps lend them- 
selves to a variety 
of materials and col- 
ors. They can be 
ornamented with 
buckles, brilliants, 
inlays, appliqués and 
in other ways 
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A revolution in shoe fit- 


ting came in 1922 when feminine 
footwear began to be made almost 


entirely 





upon pump fitting lasts. 
The boot last was out, the 
oxford last had too much 
wood in the wrong place, 
and experimentation de- 
veloped a type of last, 
with pump lines, that 
could be used in straight 
pumps, fancy fronts, co- 
lonials and strap models. 


Suede, patent, kid, 
reptile—all find their 
place in pumps. Also 
in attractive combina- 
tions, these materials 
are equally good 





























tirely different from any that has gone before. 

Buying policies and methods which served well 
enough only a few years ago will bring failure to the 
concerns which cling to them too long. 

At the start it is important to understand clearly the 
changes that are so rapidly occurring in business. They 
are changes not only of method, but of fundamental 
conceptions of what business really is. 

For example: The old idea of a sound business policy 
was to buy as cheaply as possible and to sell for all that 
the traffic would bear. It was based on the conviction 
that there was only so much business to go around. 
Consumers were pigeon-holed into certain definite buy- 
ing classes. The automobile, for instance, was referred 
to as a rich man’s toy, and the market for it was 
thought to be limited to the number of rich men in the 
country. Rather ridiculous, was it not, in the light of 
the 20,140,000 cars now owned, not only by rich men, 
but by farmers, clerks and workmen? 

It was, of course, largely low prices that opened this 
tremendous market. 

Had Ford figured what his car would cost to make, 
added his profit and so determined the selling price, it 
is quite certain that prices would have remained high 
and the market for cars much smaller. 

It has been accepted as a matter of course that the 
manufacturing cost determined what the selling price 
should be. Little consideration was given to whether 
people could afford to buy a product at the price ar- 
rived at in that way. 

Ford went at it the other way. He determined what 
the masses of people would and could pay for the car 
he had designed. He set the selling price at that figure, 
regardless of what the costs would be under the ac- 
cepted methods of manufacturing. Then he searched 
for new production methods which would get his costs 
down to a point where he could make a profit at the pre- 
determined selling price. 

The most advanced business thinkers now agree with 
Ford that it is not cost that determines selling price, 
but the reverse. The selling price determines cost. 


CBiirety ait is rapidly entering a new stage, en- 
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Does SELLING Price 
Determine COST? 


Edward A. Filene, President of Wm. 
Filene’s Sons Company, Boston, inter- 
nationally known business man, made 
an address recently before the New 
England Purchasing Agents’ Assocta- 
tion on “the new responsibilities of the 
buyer.” What he said has been nation- 
ally commented upon—the new theory 





expressed follows: 


It is, of course, mass production which makes possi- 
ble the reduction of costs and selling prices, to the point 
where great numbers of people are able to buy. So 
great are the economies of mass production that wages 
can be increased while costs are reduced. 

Giving a man high wages and reducing the price of 
commodities automatically makes him a consumer of 
goods that he never dreamed he would ever be able 
to buy. 

Those who know the most about mass production and 
its essential ally, mass distribution, profess to see no 
definite limit to the extent to which this process can be 
carried. Certainly it has already greatly expanded the 
markets for many kinds of goods. We now know that 
it is the part of sound business to supply not only goods 
to be consumed, but consumers to buy those goods. 

Some of the best minds in American business are 
concentrating on ways to eliminate the wastes in pro- 
duction and distribution to the end that the price asked 
of the ultimate consumer may be as low as possible. 


T is not enough that the business man eliminate the 
wastes in his own business; he must do all he can to 
help others all along the line to eliminate their wastes. 
The shoe manufacturer, for instance, has a very real 
interest in the efficiency of both the tanner from whom 
he buys leather and the retailer to whom he sells his 
shoes. If either is inefficient, the price which the con- 
sumer is asked to pay will be unnecessarily high and 
sales will be lost. 

From the mine, or the field, or the forest which fur- 
nishes the raw material, through all of the channels 
which the material passes—factory, wholesale house, 
and retail store—anyone who allows a preventable waste 
to exist is in effect a more or less serious obstruction 
in the distribution stream. Such obstructions will 
sooner or later be removed by the competition of more 
efficient concerns—that is to say, by the businesses 
which make full use of mass production and mass dis- 
tribution. 

The buyer, whether for a factory or for a merchan- 
dising concern, has a most important part to play in 
[CONTINUED ON PAGE 98! 
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National Shoe Travelers’ 
takes issue with E. A. Filene. 


Mr. Meggett believes that the intelligent 
cooperation of existing agencies of dis- 
tribution from producer to the customer 
warrants a continuance of the present 


order of the service of supplies. 


WAS so much interested in an article headed ‘Mass 
I Production Lifts Wages—Reduces Prices,” ad- 

dressed to the “business man of the street,” that I 
felt the need of answering it from the viewpoint of a 
traveling shoe salesman and an observer of economic 
practises. This article paints a glowing picture of 
“prosperity for all” in the accomplishment of “chains” 
in all lines, especially department stores. 

That mass production reduces prices, one can scarcely 
deny, provided only, however, competition continues in 
the same line, for when all is said and done, competition 
is the one and only thing that may reduce prices to the 
consumer. That it “lifts wages” I deny most emphati- 
cially, nor does he pretend to outline the process by 
which this is consummated. 

Of what avail is it that we lower prices if, by so 
doing, we shut off the income of the buying public? 
There are millions of the best citizens of America who 
earn their living by buying and selling. Opportunities 
for earning are getting fewer every year. Every large 
city has its great army of unemployed. It is reported 
that Boston has something like 65,000. Rochester, N. 
Y., I am told, has 65,000, or about 20 per cent of its 
population. People are being driven to crime for the 
want of something to do; suicides are increasing each 
year. It is true, as he states, that the small, individual 
merchant is finding it difficult to make his ends meet, 
but he represents a high type of manhood, so why seek 
to hasten his doom? 

A definite trend toward mass production, mass dis- 
tribution, mass capital, and mass everything into few 
hands, in our present era, leads one to wonder if here 
does not lurk one of the greatest dangers that confronts 
the welfare of the community in general. 

“Let us have mass distribution,” he says, and a little 
farther on, “His selling expense would be practically 
eliminated”; in other words, eliminate the salary of 
the buyer and the commission of the salesman, and thus 
save this great “Waste of distribution.” 

But why call this a “waste”? Why close every ave- 
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SERVICE ls Worthy 
Its ” PLACE and Cost 


John M. Meggett, a traveling shoe sales- 
man of twenty-five years’ experience, 
past president of the Boston Shoe Trav- 
elers’ Association, and a member of the 
Association, 








nue of opportunity for man to earn a respectable liv- 
ing? We see nearly all clerical positions, once held by 
men, are now being filled by women. The wage-earn- 
ing mechanic of yesterday finds himself out of employ- 
ment through labor-saving machinery and scientific 
methods. If he has developed a personality, he be- 
comes a salesman. The professional man sells his 
ability to administer to the public good, whether it be 
by medical, legal or spiritual means. The layman sells 
from behind the counter, out on the floor, or he may 
travel about the country, contributing as the main sup- 
port of our large hotels and railroads. In any case, as 
a salesman he is surely “worthy of his hire” in equal 
measures to the one who draws down the dividends. 


N an apparent pose as a public benefactor (or pa- 

triot, perhaps) behind the mask of “Raise Wages and 
Reduce Prices,” which phrases are always attractive to 
the casual reader, he would seek to render it impossi- 
ble for his own customers to earn a decent living; for, 
unquestionably, a majority of his patrons depend upon 
either buying or selling, or both, for their livelihood, to 
which they are entitled, and which he terms as “Waste.” 

Any plan that is inimical to the great majority, and 
works only to the enrichment of the few, is not only 
uneconomic, but un-American. The remedy for this evil 
lies in legislation. The whole country is money mad. 
Millionaires are being made in a day. We are plung- 
ing blindly into a calamitous condition, the outcome of 
which it is difficult to foresee; but one which can inure 
only to the detriment of the great masses of business 
men, who for generations have been the real builders 
of, not only their local cities and towns, but the makers 
of the nation. The heads of individually-owned stores, 
who have contributed so substantially during the past 
century to the support of our schools, our churches, and 
to every element that enters into education and healthy 
development, are the prime factors of the country’s prog- 
ress, and should have every reasonable consideration and 
protection. 
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Getting More Shoes Sold Right 





Keep the Distribution Channels 
Open 


HE Boot AND SHOE RECORDER has always 

preached the practical policy of profits. We 
are just as irrevocably committed to that policy 
today as ever before. 

We find the shoe industry at the present time 
in a very delicate situation. We endeavored on 
March 3 to show the harm that could be done an 
entire industry if shoe merchants missed the op- 
portunity of getting every possible pair of shoes 
sold in the next few months. 

We were in the position of talking to the retail 
shoe merchant standing in front of a prospective 
customer. This customer wants a pair of shoes 
NOW. That merchant needs some money, NOW. 

We, in the position of advisory partner in his 
shoe store, tell that merchant to go ahead and sell 
those shoes at the price he already has placed upon 
them, and which carries his normal mark-up. 

Certainly that is sound common sense. That 
customer is not interested in the price of shoes next 
Fall. He, or she, is interested in the immediate pair, 
only. That merchant faces the condition of selling 
that pair of shoes at a price which the public will 
pay, and now is certainly not the time for a long- 
winded discussion with the customer as to why he 
should pay more for that pair of shoes. That mer- 
chant is not going to miss his opportunity for a 
sale, and for some profit in that sale, at a time when 
he needs the business. 
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When will an industry learn that every shoe 
manufacturer and tanner has a definite interest in 
sales at retail, pair by pair, moving on to the ulti- 
mate consumer? Without a steady flow of sales 
to the consumer there can be no continuity of 
leather making, shoe making and shoe selling. 

The story is told of a juror who asked to be ex- 
cused from service because he was deaf. The judge 
dismissed him, saying, “You are not capable of 
judgment when you can’t hear both sides.” 

The BooT AND SHOE RECORDER believes that the 
intelligent retail merchant understands the posi- 
tive necessity of selling more pairs of shoes today 
on today’s value. The BooT AND SHOE RECORDER 
also believes that the retail shoe merchant under- 
stands the economic condition in the leather field 
as being precisely what we said in our March 3 
issue, “Over the long pull we believe that leather 
prices must go up.” Higher shoe prices must in- 
evitably follow. In our. recent editorials we have 
not been dealing in futures. We are considering 
only the shoes which are on the shelves of the re- 
tail merchant and which must be moved so that 
channels of distribution will not become clogged. 

Certainly, this is a most simple statement of 
fact that can be put into words. The issue today 
is clear. Business must go on. The public can— 
it has in the past—stopped buying. The merchant 
must do everything to prevent that condition hap- 
pening now. Can the English language express 
a present condition more clearly? 


An Economic Opinion 


NE of the referees who knows the rules of the 
economic game as few men know it in the shoe 
and leather industry, has an interesting decision to 
make. He speaks as editor of the Shoe and Leather 
Reporter, the leading journal of the tanner, and 
the voice of that industry. For over a quar- 
ter of a century his has been the outstanding opin- 
ion on leather. We quote from Albert H. Lock- 
wood’s leading editorial in the Shoe and Leather 
Reporter of March 22 as follows: 

“By this time the great upheaval in hide and 
leather market conditions are fairly well under- 
stood throughout all branches of the industry. 

“The BooT AND SHOE RECORDER recently advised 
against running the price question into a panic 
condition. The Shoe Retailer immediately dis- 
puted the position of the RECORDER. It endeavored 
to make it appear that the RECORDER was wholly 
wrong. This discord is to be deplored. 

“It should be remembered that there is what the 
economists call the ‘inertia of retail prices.’ Wheat 
fluctuates many times in a single day in the Chi- 
cago wheat pit, flour changes once or twice a year 
and the loaf of bread perhaps does not change at 
all. Of course, in the ultimate analysis a basic 
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price change in the raw material will if continued 
long enough carry through to the ultimate price 
to the consumer. But the inertia increases slow- 
ly as we get further away from the crude material. 

“The RECORDER wisely advised shoe retailers not 
to rush blindly into the advance movement. It is 
part of the economic law that every advance move- 
ment must be contested. That is the only method 
by which to determine whether the new rates are 
logical and sound. Hides are a raw material sold 
on a cash basis. There are no terms and datings. 
Any increase in price is effective instantaneously. 
Leather while sold on a credit system follows the 
hide changes with reasonable promptness. Shoes 
sold to retailers are much slower to take their new 
values. Prices in the business world are made 
through the play and by-play of opposing forces. 
No shoe retailer is justified in accepting new terms 
until his opposition is forced down. 

“Tllogical price movements are short lived. In 
many instances they never reach the retail end of 
the process of distribution. The last thing retail- 
ers should do is to be 
swept off their feet. In 
this instance the ground 
work is safe and sound. 
Prices will have to be 
higher all along the line 
from hides in the cel- 
lars to shoes on the con- 
sumers’ feet. This sit- 
uation has been ex- 
plained in all the papers 
of the trade. The only 
question in dispute be- 
tween our contempo- 
raries is as to whether 
the new price dispensa- 
tion must be accepted 
by retail dealers with- 
out contest or delay. 

“The situation has 
been complicated by the 
fact that some _ shoe 
manufacturers sensed 
the coming price crisis 
and protected them- 
selves by buying large 
quantities of leather at 
former prices. They 
were thus enabled to 
postpone the day when 
they must demand 
higher terms from their 
retail customers. 

“As a matter of fact, 
the upheaval in hides 
and leather has been 
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The ‘Reason Why 


SMITH-ROBERTS CO. 
Griffin, Ga. 
I have been a constant reader of the Boor AND 
SHoE Recorper for a number of years, and wish to 
express my appreciation of your splendid publica- 


I would not attempt to do a retail shoe business 


We are conducting a department store featuring 
women’s and children’s apparel exclusively. 
shoe and hosiery departments are my main respon- 


The RecorpeER is my chief aid. 
Very truly yours, 
(Signed) 
* * # 
Business literature, if read intelligently, always 

has a constructive influence. 

All wise shoe merchants know that they couldn’t 
run their business today according to 1918 ideas. 
Even ten years has revolutionized shoe merchan- 


Mr. Roberts is a 1928 man and uses the RECORDER 
to keep posted on new merchandise and new mer- 
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shoes about as fast as any reasonable person had 
a right to expect. No sensible members of the in- 
dustry, be they retailers, shoe manufacturers, tan- 
ners or packers desire to create a situation of panic 
prices. The tanners realize the danger of forcing 
leather quotations unduly because such action 
would invite the introduction of substitutes. They 
may be depended upon to sit on the safety valve. 
Indeed, it is well understood that they turned their 
attention some time ago to the question of checking 
the advance movement in hides. They succeeded 
in effecting a recession in raw material prices 
which enabled them to avoid further immediate 
increases in the cost of leather to the shoe manu- 
facturers. 

“At the moment the situation is well in hand. 
It can be helped or injured by injudicious disputa- 
tions and the expression of extreme views. The 
facts are that hides, leather and shoes must cost 
more, but some liberal latitude must be allowed in 
the working out of such a large problem.” 








Window 
Effectiveness 


7~HERE is more to 
life than increasing 
its speed. Out of every 
hundred Americans 
over ten years of age, 
it is reported that six 
are unable to read or 
write their names. With 
five million adult illiter- 
ates, all possessing a 
buying power for shoes, 
and yet unable to read 
or write, the one way 
of making them inter- 
ested in footwear is 
through the window. 
Shoe store windows 
never were more valu- 
able. We are now at a 
time when the shoe 
store window is less 
than 20 per cent effec- 
tive. That window can 
be made 80 per cent 
effective in towns by a 
change of displays daily. 
Show the people the use 
of articles; show the 
people the construction 


The 
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carried through to 








President of articles; indicate 
BOOT AND SHOE RECORDER what goes into shoes 
a5 graphically. 
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OTH of the windows 
B illustrated in this ar- 

ticle are examples of 
what may be accomplished 
along Futuristic lines. As 
the great majority of people 
have only a vague notion of 
what Futuristic art is all 
about, almost anything new 
and original may be passed 
as the real thing. That bit 
of explanation is to dispel 
any notion that a set rule 
must be followed in window 
work. The only hard and 
fast rule is to make them 
attractive. 

Window A (the one at the bottom) is constructed of 
high grade composition board, paneled off and painted 
a solid black. Strips of yellow, green and blue were 
cut out, painted and nailed to the face of the black back. 

Notice that all strips run to sharp points, also that 
they are placed on the back at irregular angles. 

In the far corner of the window, a stage-like shadow 
box was built of red sateen. A spotlight was trained 
upon it to bring out the beauty of the shadow box. All 
figures and hand-made modernistic fixtures were painted 
in scarlet, shaded with dark red. 

The floor was painted jet black. At night time the 
total effect was very brilliant, even gorgeous. 

In building a window of this kind, it is very necessary 
to use the best quality wall board. Even though four 
coats of paint were put on in this job, the black has a 


changes. 
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“CPECIALTY shops such as mine,” 

says Dave Fienfield, owner of the 
French Bootery in Birmingham, Ala., 
“must be individual tf they are not to be 
overshadowed by the larger stores. Ap- 
pearance is of prime importance.” 
Fienfield appropriates $100 a month on 
his windows and has fairly frequent 
Query: What does one cost? 
Let Mr. Fienfield’s expert window trim- 
mer, J. R. Freeman, tell you how it’s 

done 
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to in the article as Window B, 
has a background of two shades 
of green sateen (not an expen- 
sive material). Fixtures were 
in harmonizing green, high- 
lighted with gold stripings. 






This 
window took three days of 
my time to build, paint and 
install. 

But it was worth it. 

This window will stay in 
as it is for two weeks only 


kind of mottled effect. 


Mr. and then the figures and 
stands will be repainted sil- 
ver color. After these have 
been in two weeks, the dis- 
play is junked. 

Window B preceded the 
one just described. This 
background was fashioned 
by plaiting two shades of 
green sateen at different 
angles. While it looks quite ordinary in the picture, the 
window was so out of the ordinary that even men not 
in the shoe business stopped to look at it. 

Here again the Futuristic idea was used, even to th: 
display stands that I made especially for this trim 
to show off the shoes. In this case all the wooden blocks 
and fixtures were painted a harmonizing tone of green, 
high lighted in gold. 

(It might be added that the idea of installing on 
trim complete and then at the end of two weeks, instead 
of removing it, merely changing its color, is a brand 
new thought to most of us. It makes one trim serv: 
the purpose of two at a very nominal increase in cost 
If it were desired to carry this even further, a re- 
arrangement of fixtures would give still another trim, at 
no increase in cost.—Ed. Note.) 


Window A, referred to in the ar- 
ticle, is the one below, made of 
composition board, cut to shape 
and painted. The same trim, re- 
painted in an entirely different 
color scheme, will be used next. 
The window to the left, referred 
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As Told to the Northwestern 


at Minneapolis Last Week 






By RHEY T. SNODGRASS 


N nearly every line of retailing the history of the 
I successful retailers can be directly credited to 

the fact that they have actually taken the pains 
to do a great many big and little things which all of 
their competitors may have known about but did not 
take the pains to perform. The word retail is, in fact, 
a typographical error, it should be called detail. 

Not being a shoe man and not having studied the 
problems of shoe retailing as long or as intensely as 
you who are in the business, I cannot hope to tell you 
very many of these details which I think may be sub- 
ject to study and improvement. Let me, however, 
pass out a few simple and I hope practical sugges- 
tions which may be accepted or rejected by you but 
which may lead you into some more definite thinking 
on your own behalf. 

1. Personality according to P. B. Juster is made up 
of two things—dress and address. We are now con- 
cerned with one feature of the dress. If we would 
have men buy more and better shoes we must give 
them a shoe-style consciousness—make them think 
more about shoes as an expression of personality and 
character and not continue to regard them merely as 
a utility. 

2. We cannot teach style consciousness to others un- 
less we have thoroughly studied and saturated our- 
selves with it, so the promotion of this higher appre- 
ciation of shoes as a feature of men’s dress must start 
with ourselves. 

3. We must not only study and believe and talk 
shoe-style consciousness, but we must put it into prac- 
tice on our own feet. Half of the salesmen I have 
met wear ill-shapen, mushy looking shoes on their 
own feet and excuse the practice on the ground that 
they are on their feet all day and must be comfort- 
able. , 

4. Our sales people will study the individual cus- 
tomer more closely regarding not only the shoes which 
he is at present wearing but finding out how many 
pairs he has, what kind they are and what is their 
present condition. We will always talk with custom- 
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ers as though 
we assumed 
that, of course, 
they have sev- 
eral pairs of shoes and let them see that we are in- 
terested in their having shoes that are suitable. 

5. We will talk with our customers about different 
shoes for different occasions and about different 
shoes to go appropriately with different suits of clothes. 
We will particularly emphasize the urgency of every 
man having a different shoe for street wear, that is— 
for wearing when he has a lot of walking to do. 

6. While we will not ignore or minimize the con- 
struction and wearing qualities of men’s shoes, we 
will assume these qualities as almost taken for 
granted, according, of course, to the grade and price 
of the shoe in question, but will lay particular em- 
phasis upon the style and character of the shoe as 
performing a valuable office in the scheme of a man’s 
attire. 

7. We will pay particular attention to the man with 
irregularly shaped feet and serve him with reference 
to his peculiarities but more still emphasize and en- 
deavor to educate him in the same sort of shoe-style 
consciousness which must be in the mind of every 
man who would be well dressed from tip to toe. 

8. When we sell a man a pair of black shoes we will 
suggest that he also buy a pair of tan shoes of the 
same last as a suitable and stylish change-off. 

9. We will have fewer shoes on display both in the 
window and in the store. Dozens of pairs of shoes 
thrown together into a display with no particular ref- 
erence to each other or to any organized idea can 
only tend to confuse the customer. The fewer shoes 
a customer sees (I am talking now about men’s shoes) 
the easier he is to sell and the more certain to stay 
sold. 

10. If our store is one having departments other 
than shoes we will train the salesmen in the other 
departments to suggest shoes to customers, particu- 
larly a new pair of shoes to match up with a new 


[CONTINUED ON PAGE 98} 
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Selling Men’s Slippers 
Every Day 


EW ORLEANS, LA.—Schu- 

macher’s is a men’s shoe store. 
In fact, this is the fourth generation 
of the Schumacher line that is in 
charge today. 

It was the great-grandfather of 
the present owner who designed 
those narrow, plain-toed, rocker bot- 
tom “Creole” lasts that are still in 
active use. What I started to dis- 
cuss, however, was on an altogether 
different subject—slippers. This 
house, from a_service-to-customer 
point of view, sells many pairs of 
house slippers every day of the year. 
Two three-legged, fan-shaped 
tables, placed at either side of the 
front door, are always trimmed with 
slippers, one table having felts and 
the other leather. It is an easy and 
natural thing to mention slippers 
during the shoe sale and, with a 
slight gesture, call attention to the 
display. This results in the regular 
selling of a couple of dozen pairs 
each week, which ordinarily would 
not be sold. In dollars and cents, 
these slipper sales actually add 
around $4,000 to the total sales per 
year, which isn’t so bad. Of course, 
good selling felt and leather num- 
bers are kept sized at all times, which 
means that lost slipper sales are a 


rarity. 
* * * 


Catering To Kids 


EMPHIS, TENN.—The store 
that specializes in children’s 
shoes up in the Shrine Building is 
known as “Uncle Billy’s Store” to a 
vast horde of youngsters, rather than 





by HARRY R. TERHUNE, Feeip €p:70r, 


by its formal name of Derrick’s 
Juvenile Shoe Store. A _ plausible 
reason for this affectionate designa- 
tion is the way the young customers 
are treated while in the store. They 
are made as much of as are their 
elders. If it is a question between 
child and parent over the choice of 
a shoe, Mr. Derrick has felt it ad- 
visable to side with the child, as the 
child will eventually have its own 
way. Furthermore, if a child does 
not like a shoe, that shoe never has 
half a chance of giving any kind of 
service, and the child will ever hold 
it against the store for having been 
forced to wear a shoe he did not like. 


> = 


Using Antiques To Sell 
Shoes 


INCINNATI, OHIO—A big 

town idea developed by Mr. 
“Ted” Orr and used in the “Costume 
Bootery”: 

This separate shop on the third 
floor of the Potter Shoe Store is an 
ideal place for one to find a smocked 
artist busily engaged in painting or 
enameling designs on evening slip- 
pers. Real antiques in the shape of 
English high-backed church pews 
have been converted into fitting set- 
tees, rare Italian hand carved chests 
to buckle cases, while lacquered 
Japanese wal! cabinets are showing 
1928 models of the best American 
shoemaking. Now this is not a mu- 
seum appearing place by any means. 
The success of this room was assured 
from the start, for regular customers 
who in the past hesitated to pay $15 
for shoes on the first floor, apparent- 
ly never gave price a thought up 





here, proving that they were influ- 
enced to a great extent by the luxuri- 
ous atmosphere. So here, amid these 
surroundings, the artist works, 
adapting motifs from gown materials 
and painting them on vamps, heels 
or quarters of evening slippers. 
This is not considered a money mak- 
ing venture, but just one of the many 
Potter services to their customers. 


* * * 


Sampling Method Used 
To Sell Cleaners 


ACKSON, MISS.—A sale is not 
J considered completed at the Buck- 


ley Shoe Store unless a customer has 
been given an opportunity to pur- 
chase hose, shoe dressing and house 
slippers. Not that the Covingtons, 
who operate the store, are cramming 
these things down their customers’ 
throats, no sir—but they are pre- 
senting so attractively the desira- 
bility of owning the articles in ques- 
tion that the customers buy without 
being unduly urged. MHere’s the 
score for the past six months: 

An average of one pair of hose 
sold to each shoe customer, three 
pairs of house slippers sold to each 
twelve pairs of shoes, one bottle of 
polish to each shoe sale. 

It was found that 80 per cent of 
the customers bought polish at the 
time they bought shoes. Those who 
did not were given a sample bottle 
free, with the result that the 20 per 
cent who did not buy shoe cleaners 
when they bought their shoes came 
back and did that little thing. So 
it averaged up O.K. The free sample 
bottle idea seemed to turn the trick 
nicely. 
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Distinctive Cartons 


TLANTA, GA.—Just to have 

something different in his 
beautiful new shoe department in 
the Chamberlain, Johnson & DuBose 
store, O. R. Thompson designed a 
most gorgeous shoe carton of black 
and gold with the store’s crest 
brought out in colors, printed on all 
six sides of the box. .To make the 
box still more different, the inside 
was lined with black paper. Mr. 
Thompson reasons that when cus- 
tomers pay from $8.50 to $65 for 
shoes, it is only reasonable that they 
should expect to receive their pur- 
chases in attractive containers. If 
the candy people find it worth while 
to enhance the value of their prod- 
uct by packing their goods in gay 
boxes, why not the shoe people? 


* * * 


Making People 
Your Ads 


IRMINGHAM, ALA.—It so hap- 
pened that I struck A. J. Slade, 
manager of the Hirsch Millinery Co. 
shoe department, right after a suc- 
cessful sale of odd lots had been en- 
gineered, so what he said on this 
subject could be summarized in three 
words: “Truthful advertising pays.” 
To amplify: 
“If one always backs up advertis- 
ing carefully by having just 
what is advertised, a quick 


Believe 


as to type and kind of merchandise 
on sale, so that no one could possibly 
be misled.” 


* + 


Merchandising Policy De- 
cided by Employees 


OUISVILLE, Ky.—When R. G. 

Manchester become buyer of the 
Straus Shoe department late last 
fall, there were lots of things he 
wanted to know. While he had had 
considerable experience in Boston 
and was rated as a first class shoe 
man, Louisville was a brand new 
town to him. The first thing that 
impressed him was the large num- 
ber of girls who worked in the store 
and who did not patronize the shoe 


department. If he could find out 
why the majority of this repre- 
sentative group of women, sales- 


girls and buyers, did not see fit to 
trade in their own store, he could 
possibly find out at the same time 
how the trade in general felt toward 
the shoe department. 

After putting this problem up to 
the heads of the house, these officials 
agreed that Manchester be allowed 
to make a survey of the store’s or- 
ganization. A questionnaire was 
prepared that outlined the object, as 
follows: “To our employees: Mr. 
Manchester, our new shoe buyer, is 





BOOT AND SHOE RECORDER 57 


very anxious to make our shoe de- 


partment the outstanding one in 
Louisville. Every one of our em- 
ployees can be of great help to 
him in making it so. Mr. Manches- 
ter would like, first of all, to have 
our stocks and prices in such shape 
that every one of our employees will 
be eager to buy their shoes in our 
shoe department. To do this ade- 
quately, he needs certain informa- 
tion and we are asking you to fill in 
this questionnaire for his guidance. 
We feel sure that with your help we 
can put over our shoe department in 
a very big way, and we know you 
will all take pride in watching it 
grow.” 

The result of this store survey 
proved conclusively that the shoe de- 
partment was not popular, and why. 

“Do you buy your shoes here?” 
elicited the information that only 
23 were regular customers, 26 some- 
times bought, and 76 never did. 

“Why not?” elicited these an- 
swers: Poor styles, 45; prices too 
high, 31; poor quality, 71; poor fit, 
29; needed special shoes, 6. 

“What price do you usually pay 
for your shoes?” showed a wide 
range of prices. Five bought shoes 
in the $4 range, 38 in the $5 range, 
56 in the $6 and $6.50, 14 in the $7 
and $7.50, 11 in the $8 and $8.50, 
while 36 paid $10 and over. 

“What type of shoe do you buy?” 
showed that 68 liked pumps, 
69 straps, 28 oxfords, and 

















response is assured. In 
some cities it seems to be a 
common practice with a very 
small proportion of buyers 
to buy jobs of inferior mer- 
chandise, shooting this stuff 
on alleged sales. The spe- 
cific policy in our shoe de- 
partment, and every other 
store in town, for that mat- 
ter, is to have exactly what 
is advertised. Then the peo- 
ple will say ‘We know you 
give real values when you 
advertise.’ 

“Recently we had 562 
pairs of odds, and sold 517 
pairs of them in one day. | 
These were regular $10 and 
$12.50 shoes that were 
priced $2.45. The _ sale 
blocked the street and it 
wasn’t trashy trade either. 
It was estimated that 5000 
people were in the store that 
day. This made an average 
of one sale to every ten shop- 
pers, which is very high con- 
sidering the sizes and kinds 
of shoes offered. The secret 
of the pulling power of the 
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They Want to Know 


Merchants ask us where to buy shoes and 
other store merchandise. 
list the following typical inquiries: 


H-1109 Wants men’s golf shoes with calks, in stock. 
H-1110 Wants men’s shoes, built-in arch support, 


medium price. 


H-1111 Italian concern wants American shoe cata- 


logs. 


H-1112 Wants golf and baseball shoes. 
H-1113 Wants men’s, women’s and children jobs. 
H-1114 Wants misses’ and growing girls’ shoes, 


narrow widths, in stock. 


H-1115 Wants ladies’ shoes for an exclusive shop. 
H-1116 Wants bags to match shoes. 
H-1117 Wants women’s novelties to retail $3.50 to 


H-1118 Wants the same. 
H-1119 Wants men’s work shoes. 
H-1120 Wants men’s shoes retail at $5; boys’ shoes 


$3 to $4.50. 


H-1121 Wants men’s, women’s and boys’ cheap felt 


slippers in quantity. 


Interested parties may have names on re- 
quest to Information Department, Boot 
and Shoe Recorder, 207 South St., Boston, 
Mass. 


In this space we 


7? seven preferred step-ins. On 
lasts, 36 liked round toes; 
48, modified toes; 24, the 
long vamps; and four want- 
ed extremely short vamps. 

Types of heels, military 
led with 42; then high spike, 
35; low spike, 30; and 22 
wanted Cuban heels. 

“Where do you buy?” 
Here were listed 13 stores, 
with 20 girls preferring one 
$6 chain store. 

“What suggestions do you 
have for the improvement of 
the shoe department?” was 
interesting, too, for five 
suggested large mirrors in 
the department to enable one 
to see entire costume with 
shoes; 30 demanded snappy 
modern styles; five wanted 
Paree boots; 10 suggested a 
larger variety of styles; 19 
wanted lower prices; four 
suggested better’ trained 
salespeople; and five 
thought the department 
should be brightened and 
made more comfortable with 
J new chairs and fittings. 











ad. lay in the careful keying 6, 











To depend upon boom business for success is failure. 
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To be able to prosper in moderate times is to succeed. 


No store can succeed without the enthusiasm of its salespeople. 
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The RETAIL SHOE SALESMAN 


Steps Into Pre-Easter Activity 
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wait on one or more customers 

at the same time?” our most re- 
cently answered selling problem, 
brought to the Editor’s desk excel- 
lent opinions from actual experience 
in stores of a wide variety of grades. 
Many give their opinion that the 
method of operation depends largely 
on the type of store, its location, the 
grade of merchandise sold, the per- 
sonal following of the employees; 
while more, speaking also from 
actual experience, say most emphati- 
cally that, regardless of the charac- 
ter of store, it is highly impractical 
and a violation of sound business 
ethics to try to serve more than one 
customer at the same time. Such is 
the opinion of First Prize Winner 
Douglas G. Chandler, salesman at the 
Chandler Boot Shops, Atlanta, Ga., 
who gives a wide array of facts and 
tabulates five sound reasons to prove 


yf it a profitable procedure to 








To develop 100 per cent quick and 
Satisfactory sales, judge customer's 
size accurately 


his contention that it is “a bad piece 
of business” to try to wait on two 
or more customers simultaneously. 


Sells 12 Persons in 12 Minutes 


The second prize is awarded to L. 
H. Hill of Ferver & Hill, 221 Main 
Street, Greenville, Pa. Mr. Hill pre- 
sented an interesting solution of how 
he successfully met an unusual and 
embarrassing situation and through 
his good salesmanship sold twelve 
pairs to twelve customers in practi- 
cally as many minutes. In addition 
to excerpts from the two prize win- 
ning papers, we are also publishing 
a few of the clever ideas from the 
many 100 per cent answers. 


Unwise Haste Makes 
Waste 


ATLANTA, GA.—Douglas G. Chand- 
ler said, in part: There are many 
objections to serving several cus- 
tomers at once, but only one argu- 
ment in favor, that of conservation 
of time resulting, supposedly, in a 
“larger book” for the salesman at 
the end of the day. I am positive, 
however, that if any shoe man will 
study the proposition, he will arrive 
at the conclusion that it is a waste 
of time so far as increased sales are 
concerned and detrimental to his 
store, in that many customers are 
lost forever through slight or neg- 
lect. Let us consider an illustra- 
tion and assume that we are in a 
crowded shoe store. We see an alert 
young man ambitiously “tackling” 
three customers at once. He fits No. 


1 in a 7B shoe that conforms some- 
what to her request, and with a few 
hasty words is off to No. 2. Miss 
No. 1, after giving the shoe the 
“once over,” glances around to see 
a style on a dainty little 34%4B that, 
of course, looks better, and asks the 
salesman upon his return to bring 
that one forth. In the meantime it 
is quite probable that No. 2 and No. 
3 are experiencing a similar occur- 
rence. Perhaps while the salesman 
is away a conversation is begun be- 
tween No. 2 and another customer 
and she is advised to try a certain 
style or warned not to buy some 
other style upon which she has al- 
most decided. These things happen, 
we know. Then No. 3 may be a 
high-strung, nervous woman who, 
upon seeing her salesman serving 
another customer when she is in a 
hurry to get home to the baby, jumps 
up to stride angrily out of the store, 








At the end of each day examine 
your business conscience for selling 
ideas 
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exclaiming, “I’ll never go in that 
store again. Such service!” (Ever 
heard that expression?) All right; 
what is your conclusion? One sale 
and customer lost forever, no time 
saved: The salesman, by not being 
present all the time to keep the pur- 
chaser’s mind concentrated on her 
own shoes and in “leading up” the 








What information can the boss give 

you to keep you interested in your 

work, and to enable you to sell more 
pairs more intelligently? 


sale to a close, really loses time 
through having to show her more 
shoes as well as to renew her interest 
after it has been distracted. It is 
also possible that he may lose one 
customer entirely and several of her 
friends by failing to give her proper 
attention. 


Seven Salesmanship Rules 


The question naturally arises as 
to how or where the merchandiser 
must concentrate in order to produce 
the greatest sales with efficient ser- 
vice. In my opinion, it is on his 
salesmen. Train them to save time 
between the customer and shelf. At 
the wrapping stand. In cleverly 
“leading up” a sale to a quick finish. 
There are several points that any 
salesman may develop advantageous- 
ly toward quick, but 100 per cent, 
satisfactory sales. First, know the 
stock perfectly; second, take time to 
understand thoroughly the wants of 
the customer; third, judge her size 
accurately (it makes a good impres- 
sion when you slip on a perfect fit 
the first time) ; fourth, return from 












The salesman was embarrassed to 
have twelve customers all demand- 
ing service at once 
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How Do Your Employer 


“The most important part of 
the retail shoe business is right 
in the hands of the men on the 
floor—the man at the fitting 
stool in front of the customer. 

“If the consumer is confronted 
by an indifferent salesman, the 
efforts of tanner, shoe manufac- 
turer and retail shoe merchants 
are lost. The retail shoe sales- 
: man is the ambassador of the 
: whole works,” said Ernest A. 
- Burrill, well-known merchandis- 
: ing expert and chairman of the 
committee in charge of financing 
the N. S. R. A. campaign to sell 
more men’s shoes, at a _ recent 
meeting of the Boston Shoe 
Salesmen’s association. 


Hy Bluestein, proprietor of 
Wilbar’s Shoe Store, Boston, has 
the same idea as Mr. Burrill. 
Mr. Bluestein stands very unob- 
trusively each day at the back 
of the store, but he watches 
closely the details of every sale. 
He is a good captain; he has 
served in the ranks himself. He 
cooperates cordially with his 
boys. He keeps his force gener- 
ally happy with P. M.’s, with 
baseball and basketball teams, 
minstrel shows, a mutual benefit 
association and social events of 
various kinds. He encourages 
their personal ambitions; and yet 
he says that from his wide expe- 
rience as an executive and in the 
management of men, he finds 
that certain individuals every 
once in a while become dissatis- 
fied. 





the stock as quickly as possible; 
fifth, keep the shoes up (too many 
shoes confuse the customer as well 
as slow up some other salesman who 
is waiting for that size); sixth, 
when you have one foot of the cus- 
tomer fitted in a shoe with which she 
seems to be pleased, immediately fit 
the mate (it inevitably closes the sale 
and the customer is not conscious of 
being rushed) ; seventh, after ticket 
is made and shoes turned over to the 
wrapper, deliver change to customer 
with explanation that shoes will be 
delivered shortly, and approach the 
next customer. You then have time 


to measure her foot and learn her 
wants 


while package is. being 


The March Prize Problem Will 
Bring $15 to Retail Shoe 
Salespeople 


change of Information and in Other Ways, to 
Enable You to Give Him Your Very Best 
Efforts in the More Intelligent Selling 
of a Greater Number of Pairs? 











and You Cooperate in Ex- 


Therefore, I would suggest 
that, with a view of bringing 
about the greatest possible satis- 
faction and understanding be- 
tween merchant and salesforce, a 
question to the retail shoe sales- 
man might be asked, about as 
follows: 

“How would you like to have 
your boss treat you all the time 
in order to make you the most 
interested in your work, and also 
to enable you to give the very 
best that is in you for him?” 

Or 


“How do your employer and 
you cooperate, in the exchange of 
information and in other ways to 
enable you to give him your 
very best services in the more 
intelligent selling of a greater 
number of pairs?” 


TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 


Only men and women actually 
engaged in selling shoes at re- 
tail are eligible to enter this con- 
test. Winners will be annoifnced 
in these colums April 28. 


SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN APRIL 9. 




















wrapped. In this way not a moment 
is lost. I am sure that if every sales- 
man will concentrate on these points 
and develop them, he will discover a 
gradual increase in sales with less 
exertion. 

By allowing service to more than 
one customer at the time: (1) we 
cannot maintain 100 per cent efficient 
service; (2) we are sure of losing 
some sales which otherwise might be 
made; (3) we permit the possibility 
of losing customer entirely through 
neglect or slight; (4) we cannot fully 
develop the personality of the store; 
and, finally (5), we defeat our own 
aims and in that way we actually 
waste time. 











O$ 























_ J 





The salesman climbed a ladder and 
sold twelve customers in twelve 
minutes through salesmanship 


GREENVILLE, Pa.—L. H. Hill of 
Ferver & Hill, this city, says: In a 
store in Western Pennsylvania, 
where there were several manufac- 
turing establishments with opera- 
tives having only one hour for lunch 
—all of the clerks in the store out to 
lunch, too—I once had the following 
experience. A dozen workingmen 
came in one right after the other. I 
requested the first one to arrive to 
have a seat and asked what he 
wanted. He said, “Work shoes.” 
The same performance was repeated 
with the next and the next—all 
wanted work shoes. Finally, with 
three customers seated and all the 
others standing around looking ner- 
vously about for someone to wait on 
them or soliloquizing whether or not 
they would leave the store, I decided 
that something must be done at once, 
so I climbed up a few rungs of a 
nearby stepladder and made the fol- 
lowing speech: “Gentlemen, I am the 
sergeant and you are the buck pri- 
vates. You will all have to do what 
I tell you to do or be reported to the 
captain. Now, it is obvious that I 
cannot wait upon you all at the same 
time, but if you will be so kind as to 
take orders, we will all be served 
well. So here goes. 

Salesman—“What price of shoes 
do you want, sir?” 

Customer—“$1.95.” 

Salesman—“Yes, on that shelf. 
Find your size—it is marked in plain 
figures.” 

Customer—“Aye, aye, sir.” (Picks 
out the right size.) 

Salesman—“‘What price shoes do 
you want, sir?” 

Second Customer—‘“$2.95.” 

Salesman—“All right, sir—on that 
shelf over there; please find your 
size.” 

Second Customer—“All 
have it.’ 

And so on, first asking price, and 
then watching man select his foot- 


right, I 
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wear, the “battle royal” went on, 
until every customer was sold the 
shoe he wanted. 

I then went to my cash register 
and jingled out about a dozen sales 
in about so many minutes. 


Do One Thing at a Time 


SALT LAKE CITY—M. R. McKen- 
drick, “foot fitter” at the McKen- 
drick Shoe Co., says: I do not make 
the statement that more than one 
customer cannot be waited on at 
once in a real quality store, but I 
will say that more satisfactory sales 
take place by finishing one sale and 
then starting on another. 








If one customer is buying a $15 
or more shoe, you cannot tear us 
away from her 


When One Walk-Out 
Makes Two 


SANTA PAULA, CAL.—Mrs. Fannie 
Liberman, of Liberman’s Shoe Store, 
says that her own experience has 
taught her that it is pretty risky to 
try to sell more than one customer 
at one time. “For instance, here are 
two customers. After serving one 
for a time, I switch off to the other 
customer. During this short time 
the first person has had the confiden- 
tial opinion of her friend escort, let’s 
say, that the shoe isn’t what she 
should have, and by the time I get 
back the sale is lost. ‘I can’t decide. 
What time do you close? MTI’ll be 
back,’ she says. The second cus- 
tomer is harder to sell now, because 
it is human to buy when others buy 
and when one walks out there is al- 
ways a doubt in a customer’s mind 
as to the real reason. Bargain coun- 
ters are a good example—when one 
buys, the spirit is with the rest and 
they all buy, regardless of whether 
or not it is a bargain.” 
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Concentration Necessary 


CuHIcaco—J. P. Morrison, of the 
Walk-Over Shoe Store, has had ex- 
perience in “both divisions,” he 
says. In selling lower priced shoes, 
he has served as many as seven or 
eight customers at the same time; 
in selling higher priced shoes, he has 
concentrated on one customer until 
he sold him. 


Individual Service Here 


NEw YorK CiTy—George J. Gar- 
rod, with Nunn-Bush Shoe Store, 
who signs his letter “Yours for the 
survival of the fit,” says: Certainly 
“‘No” can be the only answer to the 
type of store located in the best 
neighborhood and displaying the 
highest grade of merchandise. 


Build for Good Will 


BostoN—Robert Rossi, salesman 
for James Rossi, says that from his 
15 years’ experience he firmly up- 
holds that it is not a profitable pro- 
cedure to wait on more than one cus- 
tomer at the same time, nor can a 
store build good will by this method, 
for the precise reason that it is quite 
impossible to render customers the 
service to which they are entitled. 


Concentration Pays 


SONOMA, CAL.—Charles La Torres, 
salesman at the Sonoma Valley Shoe 
Store, says: We all like undivided 
attention, whether we are buying a 
pair of shoes or telling a story. The 
only time that I can visualize it as a 
profitable procedure would be at a 
close-out or reduction sale, but not 
in a well regulated shoe store, even 
though selling medium priced mer- 
chandise. It may be applicable to 
cheap merchandise where a certain 
class of people trade, and I even then 
doubt if it works. 

















Salesmen should be careful to pre- 
sent a good personal appearance 
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How(s00p—Mit How Crap 


Kansas Retailers Tired of Price Compe- 
tition See New Era in Merchandis- 
ing in Which Quality and Art 


Play Leading Roles 


AOMONo 


¢ ESOLVING that the basis for competition in the 

shoe retailing business lies not in the price, but 

in the art in the make up of the product, 

Kansas shoe retailers in convention at Wichita, with 

representatives of forty shoe factories, Mar. 12 and 13, 

expressed belief that the business would shortly enter 
a new era. 

The idea was first sounded in the address of Allen 
W. Hinkle, Wichita department store owner, and presi- 
dent of the Chamber of Commerce. It finally evolved 
into a discussion and took the form of a resolution. 

Hence, it is with the opinion that shoes should be 
sold on the basis of quality and cut that Kansas deal- 
ers will approach their customers this spring, and little 
stress will be given to the competitive price. 

About 200 leading shoe dealers in Kansas attended 
the convention, held in a Wichita hotel. Thirty-one 
different sample lines were on display in the various 
rooms of the hotel and in a neighboring building. 

In their first business session the Kansas Shoe Re- 
tailers’ Association elected Lloyd P. Hallack, buyer for 
the shoe department of the Innes store in Wichita, the 
president, succeeding O. L. Newby of Lawrence. Dorth 
Coombs of the Coombs Department Store of Wichita 
succeeds Mr. Hallack to the office of secretary-treasurer 
of the association. 

Following are the new vice-presidents: Ned O’Neal 
of Wichita; Jake Epp of Salina; Ernest Templin of 
Minneapolis, Kan., and E. V. Brown of Great Bend. 
Mr. Brown was reelected to office, but the others suc- 
ceeded Ray Brown of Wichita; Robert Bloomfield of 
Winfield, and Marvin Sweeney of McPherson, to their 
position. 

The feature address of the convention was that of 
T. F. James, St. Louis, vice-president and general man- 
ager of the Brown Shoe Company. Mr. James’ address 
concerned largely the business conditions of the country. 
He cautioned the dealers and shoe salesmen as to the 
right kind of buying and selling. Although Mr. James 
regards prevailing business conditions as healthy, he 
does not believe them extraordinarily so, stating that 
now, as ever, a profitable business depends upon the 
sound judgment and personality of the operator. 

Kansas dealers and the wholesalers who supply them 
are united in a campaign to influence a more stylish 

and seasonal purchase of shoes by men. This year the 
campaign will be confined to the attempt of selling shoes 
of lighter weight for summer and spring wear. Calf 
skins will prevail, but there is considerable attention 
being given all of lighter leathers. It is not believed 
that brogues will be particularly popular this year. 
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The New President of 
the Kansas Shoe Re- 
tailers Association, 
Lloyd P. Hallack, 
head of the Shoe 
Department at 
Innes Store, 
Wichita. He 
was Secre- 
tary-Treas- 
urer last 
year. 


The subject of shoes for men, however, occupied but 
little of the conversation of those assembled here. They 
were concerned chiefly with the needs and demands for 
footwear of Kansas women. They were agreed the 
Kansas woman’s wardrobe should contain from six to 
eight pairs of shoes. For full dress a wide range of 
colors is offered. Materials are satin, Toyo cloth and 
reptilian kid, kangaroo and calf leathers. 

The heels of the street or sport shoe of the Kansas 
woman may be nearly flat, but the formal shoe will have 
a height of about two inches. 

Above all, however, most Kansas shoemen are asking 
“art” from the manufacturer. In the words of Presi- 
dent Hallack, “Shoemen now realize there is no great 
profit in price. Whatever the price, we realize there 
is no kick either to buyer or seller if the art is neglected. 
The shoe must always have ‘IT’ to please us all.” 


epee me emphasis was laid on the fact that 
the marking system now used by most shoe dealers 
has been antiquated, which goes hand in hand with the 
idea of a more rapid turnover of stock to allow for the 
whims of style. 

There were many diversions at the convention. The 
finale was a banquet, during which the subject of busi- 
ness was not broached. Airplane rides were given 
the visitors at the local airport, and one speaker on the 
final day’s program, Howard Fleeson, attorney, told 
of the growth of aviation in Wichita which now has 
seven airplane factories. George Hamilton, Wichita 


banker, spoke to the assembly concerning the require- 
ments of the bank from the retailer. 
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Merchants Pledged to Buy 


Members of Southeastern Shoe Retailers Association Guarantee 200 Pairs Each 


“cy HE _Southeasterners 
have chosen April 16 
to 18 for their annual 

convention, because we feel 
that this time will be the most 
advantageous for manufac- 
turers and retailers, from 
both the buying and selling 
point.” 

So says H. S. Miller of 
Birmingham, Ala. He is 
chairman of publicity. 

The Hotel Tutweiler, pic- 
tured here, has been chosen 
by the member states of the 
Southeastern Shoe Retailers’ 
Association (Florida, South 
Carolina, Alabama and 
Georgia) for this “different” 
trade meeting, with its break- 
fast style shows and other 
unique features. 

Attractive and convincing 
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at Unique Convention in Birmingham 


literature as to why every 
merchant in the Southeast 
should attend has been sent 
out by the committee and 
everything is quickly shaping 
itself for the entertainment 
of guests, one feature of 
which will be a real Southern 
breakfast, served free, from 
7am. to 9 am. A genuine 
Southern mammy will be 
there in person to cook th 
buckwheat cakes, while the 
models parade round the run- 
way. 

There will be rewards for 
the six buyers who visit the 
most sample rooms, the win- 
ners having all of their ex- 
penses paid to the convention. 
Each member of the associa- 
tion has also pledged himself 
[CONTINUED ON PAGE 66 
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Helping to boost the Southeastern convention. In the rear row, from left to right, are Harry 
R. Terhune, field editor of the Boor AND SHOE RECORDER; H. S. Milier, publicity chairman; and 
Harry Isreal, assistant entertainment chairman. Lower row includes Charles Abrams, badge 
committee; Herman Rich, treasurer; W. E. Shine, president; Dave Feinfield, style show chairman; 
Hubert Steele, entertainment, and Tom Stapleton, reception. 








1928 











view. 


March 24, 1928 


BOOT AND SHOE RECORDER 





se Aaa "i ‘ -" 


- 
4 


< >. 

P tes é ‘i ‘ 
: 4 : : 
-¥ j ‘wa. nt 


df 
= 2 


J 


ae 


= 





A general view of the Louisville Shoe Style Revue in the Jefferson 





cloth, in bright color, in somber hues, in gold 
and silver and scarlet, in white, marked the Foot- 

wear Style Revue in Louisville, Ky., last week. 
Staged under the direction of Major Levy of St. 
Louis and sponsored by the Louisville Shoe Retailers’ 
Association, The Louisville Times and The Courier- 


V ISIONS of loveliness in leather, in snakesskin, in 


* Journal, the Footwear Style Revue opened Wednesday 
§ night, March 14, at the Jefferson County Armory and 


was attended by approximately 25,000 persons. It ran 


: three nights. 


Footwear was not all, although the basis, of the re- 
Spring and Summer clothing, hats and hosiery, 
topped off the footwear display. It was a combined 
style show and footwear revue.. The prettiest girls in 
twenty-five shops, the handsomest men of the same 
shops and a dozen or more children showed street wear 
shoes and clothes, formal wear, afternoon wear, morn- 
ing wear and shoes. Each costume has its appropriate 
boot, shoe, slipper and pump. There were seventy 
models in all. 

The revue consisted of three grand promenades each 
night. Before, between and after these promenades, 


syncopation and dancing was furnished by entertainers. 
First the models showed the sport and morning wear. 


S HOWING SI HOES 
to 25,000 


Twenty- five Louisville Shoe Merchants 
Cooperate with Newspapers to Give 
Citizens of Their Town a Chance 


to View New S pring Footwear 


County Armory last week. At the right and left are two of the seventy 
living models 





A stage half the length of the big Armory building had 
been constructed, down which the manequins filed 
deftly, turning here and there the better to display neat 
ankles and wonderfully clad feet. The second promen- 
ade was for street wear, in which the entire seventy 
models took part. So long was the promenade that 
practically all the models in their multicolored costumes 
could be seen at one time. The third promenade brought 
out the afternoon and formal wear. 


tant places in the revue, as well as a startling va- 
riety in colors of all shoes. Classic lines and distinctive 
leathers with decorative notes in mere touches of har- 
monizing leathers or color contrasts were outstanding as 
well in all shoes shown. The strap pump divided honors 
with the step-in, emphasis on the former being given 
the narrow single-strap pump of slender silhouette. 
Step-ins of patterns similar to a high-cut opera had 
bows and buckle effects lending formality. These two 
types of shoes, along with oxfords and walking shoes, 
were featured in python, lizard and water snake, some 
styles made up of reptile and others by adding touches 
by simple appliqué of motifs placed on vamp, quarters 
heel and strap. 


( YENUINE reptilian leathers were given all-impor- 
« 


[CONTINUED ON PAGE 98] 
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A Successful Merchant) 


‘Tells How He Uses | 


the Boot 


and Shoe 


Recorder 


By W. E. SHINE 


HE use of anything is what 

counts. How to use a business 
paper is an accomplishment. It is 
amazing how few really know. If all 
merchants knew how to use the 
RECORDER, your list today, instead 
of totaling 15,000, would be more than 
double that number, for every shoe 


item or idea that I can capitalize on. 


If the ad has “It”— 


I lose no time in writing to the adver- 


tiser. If it is something that I may | 


want later on, I enter the informa- 
tion in my card file under the proper 
heading, showing 
the page of the issue 








to make a profit 
would be a sub- 


merchant anxious 
* il Ya 
seriber. ns 


merchandise. 
Speaking as a mer- 
chant who knows 


how to use the 
RECORDER: 


First, slowly turn 
page by page, look- 
ing at the advertis- 
ing, putting a 
marker at those 








aN 


says the new Recorder 
doctrine, “are the things that sell 
People who cannot 
themselves visualize a sufficient rea- 
son for parting with money for 
merchandise can readily recognize 
a need when it is brought home to 
them in terms of use or in terms 
of the desirability of possessing 
that particular product. Good mer- 
chandising, in other words, widens 
sales by selling, not products, but 
the uses of products, and succeeds, 
through the constant emphasis of 
uses, in getting more people to buy 
and each person to buy more.” 


> 


for later reference. 
Then I go through 
the editorial matter, 
reading it carefully 
every week. Some 

things may at first 
| glance appear rather 
academic. I may 
think that I know all 
about it, and per- 
haps I do, but it is 
the repetition of 
anything that helps 











to inerease know!- 





which on first turn 
register, for natur- 
ally in looking at the ads, I am trying 
to find something new to use to build 
my business and to increase my 
profits. 


Perhaps it is a new line of merchan- 


dise, perhaps it is some accessory, 
perhaps it is some new advertising 


edge and wealth, 


that is something 
which looks as though it will imme- 
diately ring my cash register louder, 
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that makes for greater efficiency and | 


better business. 


After that in my card file, I index 
articles of interest that I may 
want to refer to later on. I classify 
them under any of the following 
headings: 
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Values 
Prices 
Sales 
Announcements 
Statistics 
Styles 
Lasts 
Health 
Quality 
Comparisons 
Playgrounds 
Advertising 
Souvenirs 
Newspapers 
Direct by Mail 
Programs 
Catalogs 
Guarantees 


Leathers 


All of the above may, offhand, appear to 


| represent much work—such is not the case. 
' I look at the ads, and I read the RE- 
+ CORDER with a big blue pencil in my hand, 


checking the ads as well as the items that I 
want to have indexed. After I finish with 
the book, my salesmen read it, and they are 
impressed as a result of my blue checking 
with the same articles that I have been im- 
pressed with, and then my Secretary in- 
dexes according to the blue pencil marks. 
The old custom was to visit the best known 
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W. E. Shine, 
; Vy President 
’ Guarantee Shoe Co. 


President 
Shine’s Walk Over Co 


President 


Southeastern Shoe 
Retailers Assn. 


retail shoe stores in the big cities to get 
ideas and inspect new methods, which took, 
generally, about ten days valuable time and 
a couple of hundred dollars expense money. 
I get the same results by reading the RE- 
CORDER. Their field men make the trips, 
gather information, and complete details 
on everything that helps to advance or im- 
prove the retail shoe business. 


What can be more simple—what can be 
more effective—and what can be more help- 
ful to building my business bigger and 
better for the future? 
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Decreasing W aste 


[CONTINUED FROM PAGE 47] 


5. Waste from unnecessary multiplication of terms, 
sizes and varieties. 

6. Waste from the lack of uniformity of business 
practices in terms and documents, with resultant mis- 
understandings, frauds and disputes. 

7. Wastes due to deterioration of commodities. 

8. Waste due to inadequate transportation and ter- 
minals, to inefficient loading and shipping and unneces- 
sary haulage. 

9. Waste due to disorderly marketing, particularly of 
perishables, with its attendant gluts and famines. 

10. Waste due to too many links in the distribution 
chain and too many chains in the system. 

11. Waste due to bad credits. 

12. Waste due to destructive competition of people 
who are in fact exhausting their capital through little 
understanding of the fundamentals of business in which 
they are engaged. 

13. Waste due to enormous expenditure of effort and 
money in advertising and sales promotion effort, with- 
out adequate basic information on which to base sales 
promotion. 

14. Waste due to unfair practices of a small minority. 

15. A multitude of wastes in use of materials, in un- 
necessary fire destruction, in traffic accidents and many 
other directions. 

These wastes are not the small change of industry and 
commerce. There is scarcely a step in this accomplish- 
ment of squeezing out waste which does not interpret 
itself in millions of dollars of annual saving. 

As these wastes are enumerated they may seem to be 
of main interest to manufacturers and distributors. 
But in the end the public pays the bill. It is either 
charged into the consumers’ price of goods at one end, 
or subtracted from the wastes of producers of raw ma- 


terials, such as miners and farmers, at the other end. 

Nor are we here to worry on behalf of the lady who 
wishes to order a cake of yeast by telephone to be 
delivered by a gold-colored automobile. You and I are 
interested in this problem solely for a better service 
to our producers and consumers of the primary neces- 
sities and ordinary comforts of life. 

The reduction of waste means that a considerable part 
of our population who are busily employed in this un- 
necessary motion can be directed toward the production 
of other commodities and thus their addition to the 
national standard of living; it means a lowering in cost 
of living; or it means more goods for the same money. 
To our workers it means less labor, more time for rec- 
reation, and no attack upon wage levels; to our farmers 
it means an increased proportion of the consumer’s dol- 
lar as the returns which he receives from his produce 
are subject to the deductions of the cost of marketing. 
If we decrease these costs by the elimination of the 
waste in them, we increase the return to him. To him 
it also means enlarged domestic consumption. 


Merchants Pledge to Buy 


[CONTINUED FROM PAGE 62] 


to buy at least 200 pairs of shoes at the show. 

Every one of the fifty-two retail shoe merchants in 
the city is an active participant on one of the many 
committees, with President W. E. Shine in general 
charge. 

Over 250 lines of shoes will be on display at the 
Tutweiler, and manufacturers will pay nothing extra 
for exhibiting. 
































The “Trend of Hide Prices 
Packers Packers Packers 
W eek Heavy Branded | Heavy Texas Chicago City 
Ending Native Steers Cows Steers Calf Shins 
= EN 2614 24 26 26 -33 
~~ RD 261% 24 26 26 -34 
Seen 261 24 26 25 -33 
«6. 24 22 24 24Y/y-82 
UNS See 2314 22 23 24 -82 
Web. 25... .....5<. 231, 22 23 24 -80 
eaten. B:... «a0 23 21 221% 22 -28 
Maren 10; .....%.: 23 21 22% 21 -29 
March 17.......:. 23- 21 221/, 23-30 
One year ago..-.. 14: 12 181% 1314-17 
’ . (Prices from “Hide & Léather’’) 
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Group Buying-- 
ea Reality 





(An Advertisement By The Federated Shoe Stores of America) 


S if in direct answer to the unuttered 
prayer of the average independent shoe 
retailer for a plan, a method, a system, to 
enable him to keep pace with modern mer- 
chandising, is the recent formation of the 
Federated Shoe Stores of America. 
It has been apparent of 


Fair, Chicago; and several other authorities 
on distribution and retailing. It is the re- 
tailers’ only hope of salvation in the rapid 
changes taking place in merchandising. 
Cooperative, or group buying, has for 
some time been resorted to by groups of de- 
partment stores, drug 








late years that consumer 
trend has leaned toward 
the buying of so-called 
“popular-priced” foot- 
wear. Constantly chang- 


Salient Features 
of Federated Shoe 
Stores of America 


stores, furniture stores, 
hardware stores, and 
others, with unqualified 
success. The results have 
been: Lower buying costs; 
lower selling prices; 


ing styles have aided in Group Buyin fresher merchandise; 
bringing about this situa- a P ying quicker turnover; and, at 
tion. Chain stores were 1. Obtaining lowest possible the end of the year, a bet- 
quick to cater to the pub- volume prices. ter balance sheet. 

lic demand, and the public 2. Privilege of purchasing Realizing this, the Fed- 


responded equally quickly 
to the savings afforded by 


tailer who could not buy 





small quantities,—even as 
foav as 12 or 18 pairs. 

the chains. The small re- 3. Preservation of individual 
store identity and owner- 


erated Shoe Stores of 
America is inviting thou- 
sands of retail shoe mer- 
chants to participate in 

















in large quantities and ship. the advantages of mass 
could therefore ill afford 4. Constant representation in buying—with each store 
to cut his retailing price, the Markets. still maintaining its own 
was being left by the way- individuality, ownership 
side. and management. 


Group buying by the individual retailer, 
which is the plan underlying the activities 
of the Federated Shoe Stores of America— 
destined to be the outstanding merchandising 
force in footwear—brings to the small shoe 
store that urgently needed method which 
places the retailer on a merchandising par 
with the groups of centrally operated stores 
—the Chains. 

Group buying has long been urged for the 
independent retailer, by such merchandising 
experts as Edward A. Filene, one of Amer- 
ica’s foremost merchants; Anthony H. Geut- 
ing, president of The National Shoe Re- 
tailers Assn., B. F. Kelly, president of The 


The Federated Shoe Stores of America has 
perfected working details, which are now 
ready to be made public, and put into opera- 
tion by its member stores in all states in the 
union. This organization is led by a group of 
experienced shoe-men who have grown up in 
the industry and whose work has taken them 
into all branches of production and distribu- 
tion. Having been executives of large shoe 
store chains, they have weighed in the bal- 
ance the relative merits of various phases of 
distribution, and the plan they have perfect- 
ed through the creation of the Federated 
Shoe Stores of America is based on their 
many years of experience. Full details may 
be obtained by addressing headquarters— 
The Federated Shoe Stores of America, 104 
Albany Building, Boston, Mass. 
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OWhy) they told me- { 
IJ couldnt be fitted/” 


Every dealer likes to hear that. : 
It means that he has fitted someone E 
whom some other dealer has been : 
unable to fit. He knows further, 4 


tlhe Gon that shoes sold under these circum- : 


stances means a repeat customer. 


A etiimaeiome te Wilbur Coon Shoes are noted 

in ready-to-wear shoes for their exceptional fitting qualities. 
With them you can fit... perfectly 
...feet that have never been fitted 
properly before. 





AMADE- TO MEASURE FIT INREADY 1O-WEAR sho 
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AMADE-TO-MEASUREFITIN | 


The Volume Story 


Isn’t this a logical way to in- 
crease volume and hold it? 


Certainly it will prove a more 
profitable way than to push extreme 
styles, shoes that demand a large 
mark-up to offset clearance losses. 


Your retail prices are only $8 
to $11, on most models. You have 
no mark-downs. You enjoy a grow- 
ing volume, customers who stick, 
moderate retail prices, real profits. 


Bigger Profits 


To enterprising retailers, in 
open cities we can offer these same 
advantages. In addition, an immed- 
iate-delivery stock of 100,000 to 
150,000 pair. Sizes 1to 12. Widths 
AAAAAA/AAAA to EEE/EEEEE. 
All leathers and fabrics. The two 
and three-way combinations and our 
national advertising bring in a new 
class of trade. . .and hold it. 


Tear out the coupon. It costs 
nothing to consider the truth. 


Reg. U. S. Pat. Off. 


37 Canal St., Rochester, N. Y. 


Y arcu farren) [Seursizes) 


EAR SHOE: 


FLEURENE 


Style F1913x—Black glazed kid, front gore, 
beaded buckle . Price $5.75 


Style F1914x—Patent leather . Price $5.75 

Style F1916x—Burnt oak tan kid Price $6.50 

Style F1915x—Black satin . . Price $5.75 
Description—309 (combination) last, In Stock—Widths AAAA 


14/8 covered Cuban heel. Goodyear to EEE, sizes 24a to 11 (A 
Welt. to E, size 1 up) 


HELENE 


Style F292—Black glazed kid . Price $4.85 
Style F293—Patent leather . . Price $4.85 


Description—209 (narrow heel, stand- In Stock—AAA, AA, 5 to 
ard instep) last. 14/8 leather Cuban 9. Ato EEE, 34% to 9. 


heel. Goodyear Welt. (EE not Stocked 


JOYCE 


Style F1957—Black glazed kid . Price $5.75 

Style FI958—Patent leather . . Price $5.75 

Style F1972—Burnt oak tan kid Price $6.50 
Description—209 (narrow heel, stand- In Stock—Widths AAA/ 


ard instep) last 14/8 covered Cuban toEEE, sizes 242 to 11 (A 
heel. Goodyear Welt. to E, size 1 up) 


ssvrsesesseneee Tear Off and Mail 
W. B. Coon Co. 

37 Canal Street Rochester, N. Y. 
Gentlemen: 

CJ Please send an “In-Stock” Catalog. 

CJ Have your salesman call when in vicinity 
Firm Name___ 
Address 


Individual’s Name __ 











USTAN SOLES— 
USKIDE’S Closest 
Rival — — 

Keep little shoes in shape 


|United 


BOOT AND SHOE RECORDSBR 


childre” ‘ [5 NO 


v— 


~~ LAFLEX DOUBLER—providing 


oN Us —_— ai 


~ Children’s shoes that will keep 


the feet dry, and give long- 
wearing performance besides, 
mean sales—and repeat sales. 

The bottoming stock of this 
3 sole Stitch Down Children’s 
Oxford is a waterproof “U.S” 
USTAN SOLE and a waterproof 


March 24,1928 © 


we gee 


absolute protection for the 
inner sole and feet, and keep- 
ing the shape of the shoe in 
all kinds of weather. The 
waterproof quality of USTA\ 
SOLES coupled with their long 
wearing qualities and attrac- 
tive appearance will please 
both the shoe dealer and his 


customers. 


> 2 @t @ s 
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USKIDE SOLES — 
Still the Leaders 
for Heavy Duty Shoes 
—a Sales Stimulator 


BOOT AND SHOE RECORDER 


Uskide Soled Shoes have re- 
peatedly proved that they 
can help the deaier to more 
than his share of heavy duty 
shoe sales. 

Hundreds of shoe dealers 
have learned the sales-build- 
ing possibilities of Uskide 
Soled Shoes because they have 


found that they and their cus- 
tomers can depend on Uskide 
for long wear under every 


kind of strain. 


If you would like to know 
how successful manufacturers 
and shoe dealers are profiting 
from this “Wonder Sole for 
Wear” write to the United 
States Rubber Co., Sole and 
Heel Dept., 1790 Broadway, 
New York. 


Rubber Company 
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“Just the Necessity You Wished to Have” 
Is Your Desk Littered with Papers? 


A MODERN DEVICE 


For the busy executive as well as other busi- 
ness men, place the “ALPHA DESK 
TRAY” on your desk today, and you will 


find real joy in tomorrow’s work! 








You can locate the necessary paper which is quite 
MADE BY J often mislaid or neglected when covered up or mixed 
with other unnecessary literature. This will not hap- 
pen when you place the “ALPHA DESK TRAY” 
on your desk. fi 
Obtainable in both single and double compartments, finished in olive-green baked enamel. Made of heavy sheet steel, electric | 
welded. ‘4 
The ALPHA TRAY may also be used for posting statements and ledger sheets with your bookkeeping machines and it has hun 
dreds of other varied uses. 

You'll find new joy in tackling the morning’s work when it is all assorted in easily accessible, compact form. ’ | 
Put the “ALPHA DESK TRAY” to work today. It assembles correspondence, current working papers, and all sorts of “desk [7 | 
literature” into one neat, workable unit. If not handled by your office outfitter, order direct. 


SUPERIOR 
EQUIPMENT Co. 
DETROIT. MICH. 


SPECIAL PRICES:—No. 1 Letter Size, Single........ $5.75 No. 1-A_ Letter Size, Double... . $7.25 ; 
PLACE YOUR ORDER TODAY—ORDER BY NUMBER—SHIPPED POSTPAID : 

Prices include High Grade Pressboard, Printed Tab Alphabets. Extra for Metal Tabs $2.00 per Set. 3 
Terms: Shipped postpaid when order includes remittance or net 30 days at Detroit on open account. 4 


SUPERIOR EQUIPMENT COMPANY, Dept. BS, Detroit, Michigan, U. S. A. 


SALES AGENTS WANTED AT ONCE 

















CLEANS EASILY 


Due to the absolute fastness of our colors, TUFSKIM can 
be cleaned with a damp cloth without injury to its original 
surface lustre. 
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Your customers will appreciate a high quality Sock Lining 
or Heel Pad that a damp cloth will keep clean. 









It has become a universal habit among shoe merchants to 
specify the use of TUFSKIM in those grades of shoes 
which form the backbone of the business. 






Let us match a sample of your leather. 


RESPRO Inc. 


PROVIDENCE, RHODE ISLAND, U.S.A. 
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Eleven Money Makers In Stock! 


“FOOT 


“BEAUTY DARLING” “BEAUTY 
ARCH” A 


RCH” 


AAS 


PHOHe pe mene 


SAAS 


Ld T ” 
~sneage TANAURA 


B-4013—Black Satin ... 60 B-4014—Congo Beige Kid. ..$5.00 
White Kid Lining, 2003 goo 660 Cutout Quarter, 1401 Medium Toe 
Last, 20/8 Spike Heel. Last, 14/8 Covered Cuban Heel. 
AAA, 5-8; AA, 44-8; A, 4-8; AAA, 5-8; AA, 4%-8; A, 4-8; 
B, 3%-8; O, 3-8. : B, 3%-8: C 


“LUREEN” 


B-4015—Patent 5. 

Champagne Kid Lining, 1403 Round 

= ve Covered Cuban Heel 
r -8: 1 

, 8-8; D, 3%-8. ‘sis; ‘e “3s. 


P “BEAUTY 
So 


e”, 


’ 


antvaxir 


“BEAUTY 


“BEAUTY 
ARCH” rt ae 


aire 


LAGER LESTE IE RALETER BEN Se LEY OFM 


“BARRETT” 


B-4005—Patent 
1701 Medium Toe Last, 
17/8 Spike Heel. 
AAA, 5-8; AA, 414-8; A, 4-8; 
B, 3%-8; C, 3-8; D, 34-8. 





“BARRETT” 


B-6000 ne Satin 
1401 Medium Toe Last, 


“PERLE” 
B-4011— Patent 
2003 Round Toe Last, 
20/8 Spike Heel. 
AAA, ne AA, Hs; A, 4-8; 
8% 8; CO, 3-8 


PATENT, BEIGE, SATIN, KID, READY TO SHIP 


An 
oye 


as 


TO 


B '3%-8; C, 3-8: a8: 


“FOOT yw “DR. 
DARLING” ~nears.* : DARLING” 





“BARRETT” 


“TANAURA” 
B-4009—Oxide Black Kid. 
Medium Toe Last, 
. Cuban Heel. 


B-4000— Patent 
1401 Medium Toe Last, 
14/8 Covered Cuban Heel. 
B-4001—Patent 
1401 Round ‘oe Last, 


“MAYBEL” 


B-4010—Lustrous Black Kid. 85.00 
1401 Round Toe Last. 


Same no 14/8 
Cuban Heel. 


B, 3%-8; 6,'3-8; D, 3% -8. 


AAA, 5-8; AA, 4%-8; A, 4-8; B, 


14/8 Covered Wood Heel. 
3%-8; OC, 3-8; also D and BE, 3%-8. 


AAA, rae - 4%-8; A, 
B, 3%-8; ©, 3-8; D, 3%-8 








25e. Additional for Orders 
Less than Three Pairs 


SHERWOOD SHOE CO., Inc. 


ROCHESTER, N. Y. 


PHILADELPHIA, PA. 
W. F. Schoell, 119 So. 4th Street 
LOS ANGELES DENVER, COLO. 
W. B. McNutt, 218 ‘Charles Building 
PITTSBURGH, PA. 
Harry Waldron, Hotel Henry 














TERMS: Net 30 Days. 
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CON RAD 


$3.90 


2% 20 days 
Widths B, C, D, E 


BROCKTON-MADE 
SHOES 


IN STOCK 


Style No. 606—This is one of our num- 
bers we have mighty hard work to keep 
in stock. It sure does sell fast. Made 
of Ruby Kid on our Century Last. 
Remarkable value when price is con- 
sidered. 


Style No. 506—Same in tan Ruby Kid. 
We are carrying on the floor nineteen 
Fast-Selling Styles at $3.90. 








Send for illustrated stock catalog. 


CONRAD SHOE CO. BROCKTON, MASS. 

















~ a ali 
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A 
‘ BROTHER 
TO THE KING 


Each pair of Just Wright 
shoes journeys thru the factory 
in the company of the fast- 
est selling line of $12-$13 
shoes. They are made by the 
same workmen, under the 
same supervision as are Arch 


alae Preserver Shoes. 


THEY CAN’T HELP 
CATCHING THAT 
TWELVE DOLLAR LOOK 








Tllustrated—One of 
Wright’s famously made 
Summerweight shoes. 
Carried in Stock — No. 
470 in medium shade 
brown calf. No. 475 in 
black calf—Savoy Last. 
Widths A to D—Price 
$5.75. 





















Good Shoemaking and sleek but 
sturdy leathers give double the 
durability that the appearance 
indicates. 





E. T. WRIGHT & COMPANY, 








© 


@ 
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| eee s ees PREFER 
Fs a3 é zs Blucher styles on Custom 
i rae ee ae, sd aq) Lasts are preferred by the well- 
| Sk ee rw hI, tailored man. 
; f ae VALLE EEXXANTIN 6 

SY SHOEN Sa ee 


Illustrated is The Tech, 
another example of the 
fifty-four custom type in 
stock numbers adapted to 
the taste of discriminat- 
ing men. Yet 

ig apa aos TURN THE SHOE 
a OVER 

and you'll find the world- 
known trade mark of foot 
comfort. 









MAP teeeeeeenmeoee 


ONE SHOE FOR 
TWO MARKETS 





ROCKLANOD, MASS. 








—e 





Na sy 


eet oe 


WORCESTER 


78 


THERE’S 
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PRICES IN tae 


Shoes Built With The 


Sta-Smooth Innersole 


—exclusive with Peck— 





4 


do not crack or curl—harden or become lumpy— 
nor burn the feet. This patented, built-in, 
demonstrable comfort feature of Peck 


4HE Sta-smooth Shoes is a vital selling 
PECK point. 
Nj You can’t beat them as business 


builders. 


Also the Dr. Case 
Arch Spring Shoe, 
with a flexible yet firm 









and insistent support 
beneath the arch. A 
shoe that not only 
arrests foot troubles— 
but prevents them. 


IN-STOCK 


Sta-Smooth 


New Lace Oxford of Imported 
Calf on our Ideal Last. 
A—7 to 11; B to D—6 to II. 





No. 677 Black 
No. 688 Tan 
$6.25 





The 





PECK SHOE COMPANY 
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IF STYLES AND VALUES 
WILL MAKE CUSTOMERS FOR YOU 


“FASHION SHOES” 
WILL DO IT! 





Ser Seer 









ie ee 


1212—Patent Lea. as illus- 
trated. Also Parchment Kid 
—Red Kid—Green Kid— 
White Levor’s Cab. 







1210—Patent Lea. as illus- 
=e a Orchid Silk Kid 
trim Parchment Kid 
with 316 ‘sunk Kid trim. 





We are bidding for your busi- 
ness with these beautiful styles 


at $2.85. 


“Every one a winner” 











Fast Sellers—Business Builders 
—Profit Makers 


Send in your order at once. 
All items advertised are 


IN STOCK 











372—Patent Lea. Mule 
Pump. French corded. Light 
gray kid lining. Also Black 
Skinner’s satin—Also White 
Levor’s Cab. 













7502—Patent Leather tie, 
cut-out vamp, parchment 
stitching on cut-out, — 
ment kid _ lining 

corded, 21/8 eike ‘nal @ way. 




















All shoes made 
with leather 
inner soles. 





All beautiful 
short vamps— 
round toes. 



















1206—Patent Lea. as illus- 
trated with Orchid Silk Kid 
trim. Also Parchment Kid 
with 316 Silk Kid trim. 


612—Patent leather square 
toe Dorsey pump, gray kid 
lining French corded, 14/8 
cuban heel only. 




















All shoes carried 


in B and C widths Size runs. 
except number B—3'%2 to 8 
3500 Cc—3 to 8 




















Every shoe as illustrated 
Carried in 

21/8 F. B. Spike and 14/8 Cuban 

Heels—Except where only one heel is 

mentioned 
































White Linings in all 


When ordering— Red and Green Shoes. 


Mention All shoes are French 
Diiidiliead Is corded or piped. 
—Widths 





1202—Pat. Lea. Mule as ill. 
with Silver piping—Parch- 
ment Kid with Brown—Red 


1237—Parech. Kid with 316 
Silk Kid trim—Patent_ with 
Pareh.—Red Kid with Gold— 






















Green Kid with Gold—White Kid with Gold—Green Kid 
with Patent on bow—Red— 2% 10 days net 30 with Gold—White Levor’s 
Green-White—21/8 spike only Cab 


Be Sure to Specify 
Materials—Heels—W idths. 


OF WINNERS” 


The “HOUSE 












7504—Patent Lea. Mule. 
Cutout vamp. Blond stitch- 
ing around cutouts. Parch- 
ment kid lining. 





3500—Patent Lea us_ illus- 

= Honey Beige French 
‘ording and stitening, Gray 

Kid lining. C width only. 


eT 3} 1327 WASHINGTON AVE., ST. LOUIS, MO. 
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WHOoO’s WHO ON THE ROAD 








CW DOTD 


“To Rise Above Mediocrity Requires Enthusiasm, 


Satisfied With Nothing Short of One’s 


~DGAR BURDETT of the Burdett 

4 Shoe Co., who sells as well as help- 
ing to style the line of his house to 
an ever increasing number of cus- 
tomer-friends, is now on a southern 
trip and will attend the convention of 
the Southeastern Shoe Retailers’ As- 
sociation, to be held at the Hotel Tut- 
weiler, Birmingham, April 16-18. 





ARRY MOD- 
LIN,. former- 

ly in charge of the 
Chicago office of 
the Interstate 
Shoe Co., who also 
covered Michigan, 
and through to the 
Pacific Coast for 
this house, recent- 
ly joined the sales 
force of Johnston- 
Moulton & Bart- 





ley, Ince. ‘ ~ 
Louis; Highland, 
Harry Modlin Ill, makers of 


misses’ and children’s welt shoes. He 
will cover practically the same terri- 
tory. 





RANK W. LORD, who covers the 

Middle West, part of New York 
State and all of Pennsylvania, except 
Philadelphia, for the Cushman-Hollis 
Co., Boston, has recently notified his 
customers under date of March 13, 
that on account of having been drafted 
for jury service, he will be a trifle 
late in starting on his next trip. He 
promises to notify his trade of the 
exact date on which he will call and 
tells them that if in the meantime any 
should desire samples to be sure to let 
him know and that the Cushman-Hollis 
Co. will cooperate to the fullest extent. 
Mr. Lord thanks his customers for past 
favors and wishes them all success in 
their business. 


Ss. PR O- 

¢ FILET of 
Batesville, Miss., 
recently came up 
North for the re- 
cently held semi- 
annual sales con- 
ference of Edwin 
Clapp & Son, Inc. 
of East Wey- 
mouth, Mass. The 
inspection tour of 
the factory, one of 
the regular fea- 
tures of salesmen’s 
week was made by 
Mr. Profilet, A. C. Ludlam from Wich- 
ita Falls, Tex., and the other mem- 


W. S. Profilet 





By HELEN M. HANEY 


bers of the salesforce, together with 
the executives. Following the factory 
tour, luncheon was served and the 
entire afternoon of the first day de- 
voted to the new sample line. The 
next morning was spent in a confer- 
ence on advertising. Plans for this 
first half of 1928 are much wider and 
cover many more phases of Edwin 
Clapp publicity than heretofore, espe- 
cial attention being focused on the new 
line of Archway shoes for both men 
and women. A style revue took place 
after luncheon. Several young men 
and some very attractive girls acted 
as models, displaying the new samples 
on an especially constructed runway. 





B. PERRIN, United States Rub- 

* ber Co.’s footwear salesman of 

the Indianapolis branch reports a good 

business on Keds sold to high school 
“gym” classes and athletic teams. 





S M. BLACKFORD, formerly Uni- 
* ted States Rubber Co.’s Columbus 
salesman of footwear and clothing, has 
been promoted to the position of man- 
ager of footwear sales. Mr. Blackford 
has been succeeded as city salesman 
by H. G. Baum, who covers southern 
Ohio territory. 











EVERY MAN MAKES HIS i 
OWN PROSPERITY = 


Set your goal high; have lofty 
ideals of what the future has in 
store for honest merchandise; 
strive and intelligently plan daily 
to achieve that goal, thus pulling 
farther away each week from 
the so-called mediocre lines. Some 
salesmen float along with the 
tide—if general business im- 
proves, their business shows im- 
provement—if there is a general 
slump in business, their business 
slumps. Yet there are other 
salesmen that forge right ahead 
regardless. If general business 
is slow, they work that much 
harder on new accounts, work 
that much harder on accounts 
that have only been mediocre 
ones. In other words, they are 
determined to show progress, and 
do. They make their own pros- 
perity and do not wait for gen- 
eral business conditions to im- 
prove, or the shoe business to 
pick up. They themselves make 
trade good.—By Hugh M. Crull, 
General Sales Manager, in Mar- 
tha Washington Merchandiser. 
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a Determination to be 


Ideals” 


R S. VAN SICKLE formerly cover- 
e ing Ohio for the J. W. Carter 
Co. of Nashville, Tenn., has taken the 
line of the McLoughlin Shoe Co., a 
new concern of Chippewa, Wis., pro- 
ducers of young men’s dress_ shoes. 
He started out with the line March 1 
and will have Ohio as his territory.— 
UTPS. 





F. WINS- 
« LOW, who 
has represented 
the N. D. Dodge 
Shoe Co. of New- 
buryport, Mass., 
at Denver, was 
recently appoint- 
ed representative 
for the Wohl 
Shoe Co. of St. 
Louis. His head- 
quarters are now 
at 431 South 
Grand Avenue, .P 
Los Angeles. Mr. ; 
Winslow has been identified with the 
industry all of his life. He is familiar 
with all branches of the business, com- 
mencing his career while a boy in his 
father’s factory. He is enthusiastic 
over the Wohl Shoe Co.’s line, which 
he understands thoroughly. His many 
friends are predicting a good volume 
of trade on the Pacific Coast. 





. Winslow 





RANK B. KING, chairman of the 

N. S. T. A. styles committee has 
asked all members of his committee to 
have their reports ready for the quar- 
terly meeting of the allied shoe trades, 
which will be held in New York, April 
11, at the Hotel Astor. Among’ those 
reporting to Chairman King will 
be: Harris M. Barnes, George Winn, 
J. Frank Crehan, Halsey Elwell, Dave 
Davis, W. E. Campbell, N. P. Merrill, 
N. W. Bower, George E. Harrison and 
T. A. Delany. 





H. TURNER 

* made the 
trip to New Eng- 
land from Kansas 
City to attend the 
recently held semi- 
annual sales con- 
ference of Edwin 
Clapp & Son, Inc. 
The _  Salesmen’s 
“Get-Away”  ban- 
quet, was presided 
over by Horace R. 
Drinkwater, treas- 
urer of Edwin 
Clapp & Soa, Inc., 
who graciously welcomed all present 
and introduced as the first speaker. 





R. H. Turner 
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Just When You Need Them Quickly! 


@ The styles illustrated are typical of the smart, distinctive ‘‘Dia- 
mond Brands’ which are now on our floors in all sizes and widths, 
ready for quick shipment. 


OD Oe Oe a eee 


@ The prices are attractive for our big organization produces in 
volume and into each grade of shoes we build the advantages of pro- 
ducing the greater part of our materials and of selling on a quick, 


close margin. 


@ For Easter and for April—a good Spring month—draw on us 
for new styles and size up quickly on your more staple fine shoe 
numbers. 


An wi ce AD et o> hh Oe eee ee es 


@ Your ‘‘Diamond Brand” man is constantly on his territory and 
ready to call quickly with his big line of 





In Stock Styles for Quick Shipment 
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George W. R. Hill, vice-president of 
the Boot AND SHOE RECORDER. Mr. 
Hill is looked upon as one of the 
“stand by’s” at Edwin Clapp functions 
and he has an unbroken record cover- 
ing many years of attendance at the 
Salesmen’s Get-Away-Dinner. Mr. Hill 
is an entertainer of rare ability and 
as usual gave his audience a most en- 
joyable few minutes. Frank L. Rich- 
ardson, president, the Newton Trust 
Co., expressed his assurance of a suc- 
cessful business stating that there was 
more money available for good business 
enterprises than ever before and that 
every indication pointed toward a good 
1928. Mr. Tripp of the Harris-Wheat- 
on Leather Co. talked of the condition 
of the leather market as related to 
sales and stated that according to all 
indications the market would remain 
high. B. C. Larrabee of the Sheldon 
department of Burdett College and 
Harry F. Malloy, vice-president of the 
Shoe Retailer also spoke. At different 
intervals throughout the program, the 
Varsity Club, an accomplished quartet 
entertained and served also as leaders 
of the community singing. 
\ L. GOODWILLIE of Los An- 
e geles, who for ten years or 
more has covered the entire Coast for 
M. N. Arnold Shoe Co., died recently 
on the Pacific Coast. At this writing, 
the full particulars of his death have 
not been ascertained. Mr. Goodwillie 
was about 55 years of age. He had 
been a very successful salesman and 
had built up a fine business in this 
section. He had opened Glove Grip 
stores in Los Angeles, San Francisco, 
Oakland, Portland, Seattle, Denver, in 
fact—in all of the large cities on the 
Coast, besides establishing many Glove 
Grip agencies. He had an interest in 
many of the stores which he had been 
instrumental in opening. Mr. Good- 
willie leaves a widow. 








B E. TREANOR, who studies styles 
* and supplies service for the Shaft- 
Pierce Shoe Co., Faribault, Minn., is 
likewise proficient in the piscatorial 
line, and has on file much interest- 
ing evidence of fishing trips going out 
from President W. S. Schaft’s home on 
the borders of Vermilion Lake, where 
the northern pike and muskies supply 
sport a-plenty for the disciples of Izaak 
Walton. In addition to his responsibili- 
ties in building shoes for The Shaft- 
Pierce Shoe Co., Mr. Treanor covers 
— of the larger cites in the Central 
est. 





HARLES H. RAYMOND, who rep- 

resents the William H. Butler Co. 
of Salisbury, Mass., and the R. V. 
Murphy Co. of Haverhill, to the chain 
store trade of the country, while his 
son, Fred L. Raymond, a graduate of 
“Tech.” has supervision over Sunny- 
ridge Farm Inn, one of the largest 
thicken dinner houses in the country, 
reports that this famous hostelry was 
not burned in the big $100,000 fire 
which entirely destroyed the old home- 
stead and barn on his estate. Mr. Ray- 
mond lost practically all of his clothes 
as well as a historic, Colonial home. 
However, his chicken dinners are being 
served as usual. “As soon as the sun 
begins to shine in earnest,” Mr. Ray- 
mond predicts that “light colors are 


bound to predominate.” He often 
shows the new prints in Khaki Kool, 
and other novelties to the public, at 
his hotel, and succeeds in creating an 
additional demand by that method. 





N. S. T. A. INSURANCE 
DUE APRIL 1 


The National Shoe Travelers’ 
Association has recently is- 
sued an attractive blue folder, 
printed in black, and sent to all 
policyholders of the N. S. T. A. 
$1,000 group insurance, announc- 
ing that the semi-annual pre- 
mium is due April 1, and that all 
rights and benefits in this policy 
shall be forfeited unless pay- 
ment is made, within 31 days of 
the date due, to Thomas A. De- 
lany, secretary, N. S. T. A., 183 
Essex Street, Boston. Eligible 
for membership in the N. S. T. A. 
are traveling salesmen, selling 
footwear to the retail and job- 
bing trade, trade journalists, 
leather salesmen, last and pat- 
tern salesmen, and findings sales- 
men. To be eligible for insurance 
one must be a member of the 
N. S. T. A.; he must be actively 
engaged in his occupation; he 
must be in general good health, 
and not over 55 years of age. 

“You can help your association, 
help yourself, and help your fel- 
low traveling salesman, by sign- 
ing up one new member for in- 
surance,” reads a_ statement 
printed on the card. 








Been enmmenererrrsrieepenn ie nen recoenneenersensncnnnne 





RANK W. PENNY, who sells the 

line of the Ferris Shoe Co. in Penn- 
sylvania, New York, and Massachu- 
setts, reports that he finds a good de- 
mand in his territory for growing 
girls’ shoes in beiges, tans, and patent 
leathers. 





ON RICKARD, who travels the 

South for E. P. Reed & Co., recent- 
ly won the “high” mark, for the third 
time, among the shoe sales force “top- 
notchers” of this house. His business 
increase for 1927 over that of 1926 was 
44.9 per cent. James Alexander, who 
covers the Southeast, was second, and 
W. R. Smith was No. 3 on the list. 








RAC s Co 
fara 
F yn WINKLE, Famous TEXAS HORNED TOAD LivED 
a i Veaoa Sraren ww A MONFOR TONE — 





Shoe Traveler R. A. Gilbert, of 
Dallas, Tex., sends a picture of this 
reptile celebrity with the comment 
that, “This frog has got many a 
fellow’s goat (skin), anu that’s no 
kid (skin). Why not shoot a few 
hundreds of these toads to the tan- 
ner, with head to be left intact as 
an ornament to a new style leather 
shoe?” 
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N M. MacDONALD has recently 
¢ returned from a two months’ 
trip through the South. Norman starts 
in at Richmond, and covers everything 
right straight through to the Gulf. He 
reports that he found business in the 
retail shoe stores fair. He says that 
all, however, had the same story for 
him about Feb. 1—namely—“that the 
early crowd who ‘migrate’ from the 
North Southwards are not big spend- 
ers, and are usually well equipped as 
to their ‘Palm Beach’ footwear before 
they leave home—it is the folks who 
come along later who spend the 
money.” He says that one never hears 
anything about the Mississippi flood 
now, all seem to be looking to the 
Government to do something to 
straighten out the situation. After a 
week or so at his Boston office, 183 Es- 
sex St., Mr. MacDonald will start off 
again on another two months’ trip to 
Dixie for immediate business. 





ASKING in the sunshine of Miami 

Beach, Fla., L. L. Lindsey of Lind- 
sey’s, Inc., Detroit, Mich., sends word 
North of the remarkable comeback 
which business interests in Florida are 
staging. As the Michigan represen- 
tative for the Selby Shoe Co., and as 
the managing director of eight special 
“Arch Preserver” boot shops in Mich- 
igan, Indiana and Ohio, Mr. Lindsey 
is one of the best organized as well 
as necessarily energetic members of 
the shoe selling fraternity. He is 
spending a brief winter vacation with 
Mrs. Lindsey and young son, Robert, 
and will be back in Detroit the middle 
of March fortified to resume operations 
on the high pressure scale which char- 
acterizes his business days. 





‘To™ JOHNSON has again returned 
to the salesforce of the A. E. 
Nettleton Co. Tom has entirely re- 
covered from his illness and will soon 
be on his territory once more. 





HE Atkinson Shoe Co. with head- 

quarters at 206 Essex Street, Bos- 
ton, has a group of live-wire shoe 
travelers representing this concern, as 
follows: In addition to Tom, himself, 
the head of the house, who is on hand 
in the office on the ground floor every 
moment of the day to greet the visiting 
buyers, there is Jack, with a general 
territory; Tom and Jack style the line; 
Billy Camps represents the house of 
Atkinson in New Orleans; Al Lonker, 
Philadelphia; Joe Potasky works out 
of Chicago; A. Belavsky, Detroit; J. 
Weitzer, Scranton; J. Ulrich, southern 
Pennsylvania; F. W. and W. A. Pierce 
cover Tennessee; M. C._ Sicrow, 
Georgia; Harry M. Cohen, North and 
South Carolina; Lee Eastman, Texas; 
J. Fay Reed Oklahoma; H. May travels 
out of Norfolk; H. Dashof, Baltimore. 
This concern which specializes on fast 
selling and “smart” novelty shoes, has 
recently added 8000 more square feet 
of floor space, in finely equipped and 
well lighted offices, sample and display 
rooms, at 206 Essex, “The Hub of 
the Universe.” 





HE men who most often succeed in 

life are those who take the risk and 
the initiative of standing by their own 
convictions—From A. E. Nettleton 
Table Talk. 




















No. 413 
Bro. Copperhead 
Opera 
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prominently and attractively displayed. 


AVO LI PRERF 





“Th Magic Word “Radio” can help you sell slippers if they are 


Our new Slipper Line for 1928 contains many suggestions that 


can be connected with the Radio idea. 


“Uses” are the things that sell merchandise, and the slipper that formerly 
was associated with the “Holiday Gift” idea can now be put to work for 


the entire year. 


Our new In-stock folders listing a complete line of men’s and boys’ 
slippers ranging in price from $2.35 to $4.00, will be sent you on request. 
Any stock shoe that will meet your requirements can 


Radio shank stamp. 





be branded with the 










No. 450 
Tan Kid 
Opera 





L. B. EVANS’ SON COMPANY 


WAKEFIELD, MASS. 
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. 3150—Spike Heels 
. 3151—Cuban Heels 
Patent, with 
Orchid Silk 
im 


New Ankle Strap 

6014—Spike Heels 
6015—Cuban Heels 
Patent with 
Honey Beige 
Silk Kid 


Trim. C 
Wide $3.85 


No. 
No. 
All Patent 


Other Snappy Novelties Continually In-Stock 


Aronson Bros. Shoe Co. Inc. 






Three Sure Winners 
for Easter 
New Short Vamps— 


In-Stock 


for Immediate Delivery 


Terms—10%—20 
Days—Express allowed 
No order accepted for 
less than 12 pairs in 


any style. 


Space doesn’t allow us to 
show all of the many beauti- 
ful styles we have In-Stock. 
Hundreds of smart mer- 
chants are making money 
through our quick service in 
fast selling novelty shoes. 
They’re styled right 
priced right for 


selling. 


Samples Cheerfully 
Submitted 


New Scallop Centre Strap Sandal 


3152—Spike Heels 


3153—Cuban Heels 


Leather OC Wide $3.50 


Boston 213 Essex St. 








































IMPORTED— ENGLISH 


Riding Boots 
IN STOCK 


After it became evident that 
leather was set for a continual 
rise, we immediately covered 
ourselves for a very large quan- 
tity of leather, enabling us to 
make up this boot, and although 
we were caught in the first ad- 
vance of leather, we avoided 
the many other advances since, 
which had we not done, would 
shave compelled us to ask a 
much higher price for this boot. 


However, in order to build up 
still greater the rapidly grow- 
ing demand for our imported 
boots, we shall continue to sell 
this boot without any advance 
over last year’s prices as long 
as our present stock holds out 
—Men’s $16.50, Women’s, $14.50. 
It will be to your interest to 
stock up and avoid all future 


advances, 
Men’s Black or Tan 


$16.50 


Women’s 
Black or Tan 


$14.50 


COLT CROMWELL CO., Inc. 


Established 1899 


1239 BROADWAY 


NEW YORK, N. Y. 
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THE CALF LEATHER OF CHARACTER 
Lynn BARNET Oazality 
J.S. BARNET & SONS, Inc. 


Sales Headquarters—75 South St., Boston 


Tanneries at Lynn, Mass., U. S. A. 
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* 
We need a few very good C ( 
. a S 
#| , neste month a few | 
' unusual young men 
é are selected to supply the 
# need of this growing | 
a organization for leaders. | 
Almost every one of 
them, by his selection, ( 
is marked for success far 
beyond the average. 
r: They are started as re- 
tail salesmen with the ; 
J. C. Penney Company, , 
at good salaries, and are ‘ 
advanced to store man- t 
agership when they are " 
qualified. I 
As managers they earn : 
good salaries. Also, without financial investment, they ; 
j have a substantial share in the profits of their stores. In : 
addition they have an opportunity to share, through stock : 
“ownership, in the profits of the entire J. C. Penney Com- t] 
pany chain of 954 department stores. Last year our sales s 
were $151,954,620. We do a cash business. 
We try to choose only men who wil] succeed — our 
greatest need is successful men to help us grow and we e 
do everything.in our power to help them to succeed. You s] 
can’t push ahead too fast to suit us. Once you learn our fi 
ways, there is nothing to hold you back except yourself. ra 
In the reputation of our stores, our system of business . 
training and our plan of co-partnership, you will find the b 
reason we get good men — the ablest men, we confidently al 
believe, to be found in the retail field. a 
We especially want young men who are now doing it 
well in the retail business but who are seriously thinking fc 
about their future—where they will be five years, ten : 
years, from now. Keep your customers as happy with RED i 
If you are that man, if you have a character that will WING ALL CORD GRO-CORD SHOES th 
bear thorough investigation, if you have had retail selling d Ti it Sted até. d is 
i 3 experience in men’s wear, drygoods, or shoes, and are between —the Cord Tire soled kind without a _ al: 
a 25 and 25 years of age—you are invited to tell us about plicate. sh 
t _— and we will tell you about ourselves. Please ad- St. chen Dinesen foe, Mo. 736, Ten - 
re ress our nearest office, give your age and experience, ‘ : , N a I 
i and ask for our new "aed “Your Next Ten Years.” Chief (Retan) Single Sole Welt, with Ex- TI 
i clusive All Cord Gro-Cord soles and Good- - 
| i She J. cE -. PENNEY Co. year heels priced at $3.65 can be had im- all 
|: 330 West 34th St. Russ Bldg. 1010 Pine St. mediately from stock. Sizes 5 to 12. d 
/ New York San Francisco, Calif. St. Louis, Mo. ° .. 
Room 1502-H Room 1324 Room 1049-H Red Wing Shoe Company ae 
a aM MANUFACTURERS me 
Red Wing, Minn. Dallas, Texas of 
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New Warer Sports’ Trend Creates 
Lathing Shoe Demand 


Many Merchants Are A nticipating Big Business—lInteresting Patterns and 
Colors Match Latest Shades in Cap, Cape and Suits 


ribbons, heels, as high as 12/8 and in an artis- 

tic array of colors, are being bought by retail 
shoe merchants in a wide range of territory. Style 
in bathing apparel started this season, true to form, 
at Southern California and Palm Beach. While cer- 
tain sections of the Northwest still find overshoes the 
order of the day, a very large portion of the fashion- 
ably dressed population of the United States are 
sporting in bathing shoes at 
Palm Beach, Miami and 
Southern California, Ber- 
muda and other early spring 
resorts. Bathing shoes are 
a profitable part of any re- 
tail shoe merchant’s stock. 
They meet with an active de- 
mand in coast and lakeside 
resorts each year in a long 
stretch of territory, from 
June to October. Their in- 
creased sales to the public 
are effected in proportion to 
their attractive and advanced 
showings. 


Py ribbons, shoes, with appliques of bows, buckles, 


MONG the brand new 

numbers is a bathing 
shoe in a cross strap, in 
fast colored cotton fabric, 
with a 12/8 wood heel, and 
rubber toplift. One of the 
models shown by a big rub- 
ber company is in a green 
and white print, with pipings 
and heel in green. This shoe, 
it is explained, is designed 
for walks along the wet 
beach, or for dancing, ’twixt 
dips, in the surf. The mate- 
rial will not fade, nor will 
the colors run, and the upper 
is easily washed. There are 
also the all-rubber bathing 
shoes, with little heels, in pas- 
tel pinks, blues, nile green, 
French nude and poppy red. 
There are bathing shoes with 
genuine crepe soles and heels, with uppers to match 
the new colors in beach capes and caps. The moire 
all-rubber shoes are sometimes adorned with appliques 
to represent Colonial buckles in cleverly combined 
red and parchment combinations, with 4/8 heels—for 
instance, a red moire had a parchment colored toe cap, 
with red appliqued buckle and bow ends of parch- 
ment. Green and white, black and white, two shades 
of blue, French nude and blue, combinations, as well 


(From Film Fun) 


Coronado, California, knows no winter. Here is Pauline 

Starke, Metro-Goldwyn-Mayer player, aquaplaning. She 

is wearing a one-piece bathing suit in crimson and white 
with bathing boots to match, 








as the solid monotone colors, are popular selections, 
say rubber footwear manufacturers. 


MBOSSING on rubber has produced novel and 

surprising results. After rubber goods are 
treated to an embossing process, in whatever effect 
is desired, an expert standing 6 ft. away cannot tell 
the difference between a cloth of wool or a silk fab- 
ric. This is very evident in bathing apparel. For 
instance,-in the new capes, 
hats and blazers, all har- 
monizing with the bathing 
shoes. Quite striking are 
the red capes and coats, and 
the French blue _ capes, 
trimmed with white, as well 
as the striped blazers, with 
their little trimmed pockets. 
Rubber as a style fabric has 
come into a new prominence 
during the past few years, 
and the trend is ever for- 
ward. 


ANY good merchan- 
MM aisers are planning 
to install a few of the new 
and colorful bathing en- 
‘sembles, consisting of cape, 
hat and shoes, in their win- 
dows, with the idea of start- 
ing the folks in their com- 
munities thinking and talk- 
ing about what they will buy 
in this direction for vacation 
days that are only a few 
months ahead. By showing 
bathing shoes and canvas 
rubber soled shoes early in 
the season, and then “refer- 
ring back” to them in re- 
peated trims, the retail shoe 
merchant identifies his store 
as headquarters for these 
goods. There is tremendous 
power in window publicity. 
Over $100,000,000 is expend- 
ed annually in this form of 
publicity and interior store displays, and the amount 
of the appropriation is on the increase, for window 
displays have been making remarkable strides in the 
past ten years. According to a recently accepted defi- 
nition of this form of advertising made at a meeting 
of the International Association of Advertising Men— 
“Window display is the only medium of advertising 
whose sole purpose is to make all other forms of ad- 
vertising pay the advertiser better.” 
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Start Spring with Snappy Styles! 


Better profits and greater satisfaction in 
selling shoes that fit the feet and eyes. 


“NORMANDY” 
Special Process 
e+ Wed Beige Kid .$5.15 
B-162—White Kid 5.15 
R-153—Patent Colt ..... 4.85 





“RANGOON” 
Special goed 


B-152—Genuine Beig 
Lizard with Kid to pots “86.2 


“PRINCESS” 
Special Process 


B-151—Genuine Beig 
Lizard with Kid to pat § * 86.10 





“ACE” Special Process 
B-101—Patent Leather. ..84. 
B-109—wWhite Calf 





eS 
d “COLLEGIATE” LAST 
\e = Goodyear Welt—Cov. Heel 
*, “CLASSIC B-761—Tan Calf with Liz- 
a Goodyear Welt—Cov. Heel ard Calf trim to match. .85.25 
q B-689—Genuine Baby 
; Amber Alligator ....... " 
- -686—Genuine Taffy 
pi “ROSALIE” Ec cccccccoccece 6.50 
RC Special Process 
B-129—Patent Leather. ..$4.65 
— a Baby Croc- 5.05 


“CLARE” 
Cuban and Spanish Heels 
a ~ — eee Satin (15/8 





“DELILAH” 


De éecessécsccvcones 
Special Process a ——~* pare Satin (15/8 


) 
2 126—Patent leather. var 65 B 385. i Kid (15 
B-136—Beige Calf 4.85 Spanish) — —_ 


BO “OKAY” Special P 
BE beta" THE MENIHAN COMPANY 
} SHOEMAKERS FOR WOMEN 


Rochester, N. Y., U. S. A. 


Makers of Menihan Arch-Aid Shoe. 
Write for Agency Proposition. 


New England Office: 
Draper Hotel 
Northampton, Mass. 
ELLIOTT LA MONTAGNE 
Cleveland Office: 
New York Office: 1599 Union Trust Bidg. 

846 Marbridge Bldg. A. F. JENKS 


B. W. MOYLAN San Francisco Office: 
Plaza Hotel 


4.75 





Pittsburgh Office: 
Hotel Henry 
W. A. BARNEY 





“JOSELLA” 
Special Pro Los Angeles Office pudmetenigg one 
B-103—Patent Leather s : 
with Parchment Piped 111 East Sth Street Mate fe omiei 
Buckle Straps ......... $4.85 C. E. VanDEGRIFT Fr. J. SATEK 


aS sek Ss x 
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“INA” Special Process 
Combination Leather Bow 
Cuban and Spike Heel 

B- r= ed Beige Kid, 
Spike Hee 
B-208—Pinsa Gray Kid, 
Gee Teed nn cccccccecs 
a ~ 7 ~ ees Leather, 





“REGENT” 
Special Process 
Two Toes—19/8 Heel 
B-150—Black Satin, Med. 


ed ‘oe 
154—Patent 


Leather, 
Mea Narrow Toe....... 4.35 
B-s04z Black Satin, Med. 
Round Tog ........-.-- . 
B-3672—Pa tent Leather, 
Med. Round Toe........ 35 


“CLARE” 
Special Process 

22/8 Heel 
B-294—Dark Beige Suede .$5.00 
B-122—Honey Beige Kid. 5.00 
B-124—Plaza Gray Kid.. 5.00 
B-289—Silver Kid....... 6.00 
B-575—White Kid. 4.75 
B-573—Black Satin.. 4.25 


B-572—Patent Leather... 4.25 
B-224—White Satin..... 75 





SIZES AND WIDTHS 
AAA coeeeeese BH to 8 
AM cececceeee 4% to 8 
BM cccccccccesed to 8 
B occcccccese ed %& to 8 
CS cccccccsccceed to 8 


Twenty-five cents additional 
for orders of less than three 
pairs. 


Terms—Net 30 Days 
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New York Shoe Retailers Taking 


Price Advances with Conservatism | 


New Shoe Council Points 
Out Possibility of Sub- 
stitute Products 


New York, N. Y.— Leading New 
York shoe retailers are showing a dis- 
position to be conservative about ad- 
vancing leather and shoe prices. The 
advancing market for leather was 
widely discussed ‘at the first luncheon 
meeting of the Shoe Merchants’ Coun- 
cil, suecessor to the old Retail Shoe 
Dealers’ Association of New York, held 
at the New York Advertising Club on 
Monday, March 19. The discussion de- 
veloped the fact that shoe merchants 
here have not advanced their prices gen- 
erally, and are staving off advances as 
much as possible. The fact is recog- 
nized, however, that the curtailment of 
raising meat animals, because of the 
lessened demand for meat, means a 
shortage of leather and higher prices. 
The retail merchants, however, take a 
hopeful view of the situation and, as 
John Holden, president of the Council, 
pointed out, substitutes for leather and 
synthetic shoe materials may be more 
widely used if leather prices advance to 
a prohibitive figure. 

Discussion of the price situation was 
precipitated when John Slater read the 
countrywide news release recently put 
out by President Geuting of the N. S. 
R. A. It was felt that less publicity 
has been given the advancing leather 
market in New York newspapers than 
in other newspapers throughout the 
country. However, no steps were taken 
> the meeting to increase local pub- 
icity. 

Specific instances of marking up 
prices were cited. Jesse Adler asserted 
that in the chain of men’s stores his 
company controls about fourteen lines 
of shoes, comprising about 7 per cent 
of the volume, had been marked up 
50c. a pair without any harmful re- 
sults. Customers are told, said Mr. 
Adler, that the leather market is ris- 
ing and that the shoe necessarily costs 
more. 

Mr. Holden said that he believed most 
merchants had averaged their prices 
and hence had not called upon the pub- 
lic as yet to pay general advances. In 
his department, he stated, his volume 
business has been built on shoes to 
retail at $10. These, he said, have not 
been advanced in price, as he has been 
able to get the same quality shoes at 
old prices from manufacturers who an- 








ticipated the leather market advance 
and covered their requirements ahead. 
In this connection it was pointed out 
that the big chain operators are still 
holding to old prices, apparently hav- 
ing covered their spring requirements 
in advance of the market rise. 

A message on the “Shoe Business 
Tomorrow,” written by Arthur D. An- 
derson, editor of the BooT AND SHOE 
RECORDER, was read. Mr. Anderson 
pointed out the necessity of selling 
shoes on the basis of use and service 
and also dealt with the advancing 
leather market, bringing out the fact 
that in other industries where natural 
products form the raw materials syn- 
thetic chemistry has come to the rescue 
in supplying substitute products. 

Richard Koechlein gave an interest- 
ing talk on the recent advances in fire 
insurance rates in New York City and 
urged the organization’s insurance com- 
mittee to confer with the New York 
Fire Insurance Exchange for possible 
relief. 


A Real Leader 





Here is O. J. Benton of Austin, 


Minn., who so __ successfully 
guided the destiny of the North- 
western Shoe Retailers Associa- 
tion during 1927 that he has 
again been chosen president of 
that live organization 








Pacific Northwest 
Retailers Move for 
Regional Ass’n 






Meeting to Be Called in 
Seattle in June to Form 
Their Organization 







PORTLAND, ORE.—Plans for the for- 
mation of a regional organization of 
shoe men in Washington, Oregon, Mon- 
tana and Idaho are maturing rapidly. 
On March 11, officers of the Oregon 
State Shoe Retailers Association met 
with the Tacoma, Wash., retailers and 
the following night met the Seattle re- 
tailers, with whom were joined retail- 
ers from Bellingham. 

The feeling seems to exist that one 
organization of the Northwest would 
be better than separate small organiza- 
tions and this movement was indorsed 
by all those present at the Seattle 
meeting. 

A committee of Seattle men will be 
appointed and they in turn will send 
out invitations to the other communities 
to meet with them for the purpose of 
planning a convention to be held in 
Seattle about the third week in June, 
at which time it is planned to organize 
a Pacific Northwest Retail Shoe Men’s 
Association. 


L. H. Pollock Buys 
Cinderella Shop Chain 


ASHEVILLE, N. C.—Sale of the Cin- 
derella Slipper Salon, Inc., chain of 
shoe stores in this city, Spartanburg, 
Greenville, S. C., and Knoxville and 
Chattanooga, Tenn., to L. H. Pollock of 
this city, was announced recently. 

Mr. Pollock will be president of the 
new corporation which will operate the 
stores, and the concern will be incorpo- 
rated for $250,000. The present name 
will be retained, but the general offices 
will be moved from Spartanburg to 
Greenville. 

The chain plans to extend into 
Georgia and Virginia and open at least 
four new stores. 


Nathan Assists Weiss 


Boston, MAss.—Joseph B. Nathan, 
formerly in charge of the styling and 
selling of novelty McKays made by 
Strout-Stritter Co., of Lynn, and prior 
to that a member of the shoe manu- 
facturing firm of Nathan & White, 
Malden, Mass., has recently been ap- 
pointed as assistant shoe buyer for the 
Gilchrist Co. William L. Weiss is the 
buyer. 
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Stacy-Adams Shoes for young men 
will help you maintain your reputa- 
tion for quality by constantly in- 
creasing the scope of your in- 
fluence. 


STACY-ADAMS COMPANY 
BROCKTON, MASS. 
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New Costume Bootery 
Opens in Milwaukee 


MILWAUKEE, WIs.—With the exten- 
sion of business westward on Wiscon- 
sin Avenue, and recently hastened by 
the opening of the new Hotel Schroe- 


C. E. Collar David Rellin 
der, comes the establishment of The 
Costume Bootery on the Wisconsin 
Avenue frontage of that hotel and con- 
ducted by two of the best known shoe- 
men in the Wisconsin metropolis. 

Charles E. Collar, manager of the 
new store, bought shoes for Gimbel 
Bros. for six years following a connec- 
tion with the Brouwer stores. Mr. 
Collar was president of the Milwaukee 
Shoe Retailers Association during 1926 
and 1927 and at the present time is a 
director of the Wisconsin State asso- 
ciation. 

David Rellin, president and treas- 
urer of The Costume Bootery, Inc., 
gained his early shoe trade experience 
with such companies as I. Miller Co. 
and O’Connor & Goldberg. He has al- 
ways specialized in women’s shoes and 
for ten years conducted his own store 
at 1126 Walnut Street, prior to mov- 
ing downtown in 1926 when he partici- 
pated in the establishment ‘of the 
Packard & Rellin store. 

In describing their new enterprise 
Mr. Rellin recently said: 

“We have carefully studied the up- 
per and lower price fields in the shoe 
business and decided that there is 
more of an open field in our chosen 
price range of $8.50 and $10 at retail. 


Illinois Retailers to 
Meet June 18 to 20 


Peoria, InL.—At a meeting of shoe 
retailers and travelers held last week 
the dates of June 18, 19 and 20 were 
chosen as this year’s convention dates 
for holding the annual gathering of 
the Illinois Shoe Retailers Association. 
The convention will be held in Peoria. 

W. J. Crawford is general chairman 
of the entire convention while the fi- 
nances will be in the capable hands of 
C. V. Engstrom, and L. S. Abbott will 
have charge of hotel arrangements. 

Following the Peoria meeting last 
week, Frank P. Meyer, president of 
the Illinois association, said: 

“We are going to call this meeting a 
business and buying convention. I in- 
tend to put more business into this 
convention than any with which I have 
been previously connected. On_ the 
evening preceding the opening of the 
convention it is our plan to hold a 
business session similar to the get- 
together which we held last year at 
the Danville convention.” 





N.S. R. A. Officials Meet | Merchants Hold Style 


to Discuss New Manager | 


No Successor to George M. Spangler 
Selected, However 


CHICAGO, ILL.—At a meeting here 
last week of the managerial committee 
of the N. S. R. A., with President A. H. 
Geuting presiding, the problem was dis- 
cussed of filling the vacancy created by 
the retirement of George M. Spangler 
as manager of the association. It was 
the consensus of opinion that the man 
selected must be one with whom all 
branches of the shoe trade will be will- 
ing to cooperate toward the improve- 
ment of conditions within the industry. 

Mr. Spangler, who has done valuable 
work during his connection with the as- 
sociation, first as secretary and then as 
manager, is taking a vacation at the 
present time and has made no an- 
nouncement regarding his future plans. 


Shoe Talks at Tioga 


PHILADELPHIA, PA. — Shoes were 
very much in the limelight at the 
monthly meeting and luncheon of the 
Tioga Business Men’s Association at 
which the Shoe Group of the organiza- 
tion under the chairmanship of Louis 
I. Freedman of the Freedman Com- 
pany held on Wednesday, March 14. 

Addresses were made to the 350 as- 
sembled members and guests by E. B. 
Earhardt, vice-president of the Robert 
H. Foerderer Company, on the subject 
of correct dress and colors for spring, 
and Cal Mensch, secretary of the Mid- 
dle Atlantic Shoe Retailers Associa- 
tion, whose theme was the importance 
and the advantages of the community 
and neighborhood stores. Both ad- 
dresses received the closest attention 
from those in attendance and both 
were illuminating and instructive. The 
Tioga Business Men’s Association is 
one of the most enterprising sectional 
organizations in Philadelphia’s busi- 
ness life. 


Anthony’s Closes Branches 


PatM BEACH, FLA. (UTPS)—Pre- 
liminary to the closing of their branch 
stores located in the Royal Pointiana 
and Breakers hotels, Anthony’s, Inc., 
staged a gigantic sale of their entire 
stock of men’s and women’s footwear 


in the latest spring styles. Reductions 
ranged from 25 to 50 per cent. In ad- 
vertising their sale, Anthony’s took ad- 
vantage of the nearness of Easter, as 
the sale opened on March 13. So great 
was the response to the sale announce- 
ment that extra salespeople were 
needed to handle the crowds which 
thronged the two stores. 


Two New McAn Stores 


CINCINNATI, OHIO.—The Thom 
McAn Shoe Co. recently opened two 
new stores in the Cincinnati territory, 
one being located at Sixth and Vine 
Streets, Cincinnati, and the other at 
_ and Monmouth Streets, Newport, 

y- 





Show in Hot Springs 


Hot SPRINGS, 

ARK. — Coopera- 

tion among retail 

merchants in the 

dissemination of 

style news is be- 

coming’ increas- 

ingly apparent in 

all parts of the 

country. Recent- 

ly, local mer- 

chants staged a 

pretentious show 

at the Princess 

Theater here and 

the photograph 

shown is that of 

Belva Harding, who modeled for the 
Rosenthal Boot Shop. 

Her shoes had a rose blush vamp 
with collar and apron of. pongee kid. 
Hat and dress were furnished by the 
Sweet Sixteen Shop of Hot Springs, 
The model appeared on the stage ac- 
companied by a hotel bellboy carrying 
her Foot Friend hat box and a suit 
case with a similar sign. The bellboy 
also was identified by a Foot Friend 
arm band. 


Volk Bros. Banquet 


DALLAS, TEx. (UTPS)—The Volk 
Bros. Booster Club, composed of em- 
ployees of Volk Brothers, pioneer shoe 
dealers of this city, held its annual 
banquet and elected officers a few days 
ago. 

L. L. Smith was elected president; 
H. W. Wright, Hugh D. Sanders, Roy 
C. Graham, George Richards, B. D. 
Abney, Miss Ida Creager, Mrs. J. W. 
Gunn, L. S. Cowart, L. S. Dobbs, J. R. 
Gerdes, Walter Bodeman and Jake 
Banks were named directors. Casey 
Medill, retiring president, was made an 
honorary member of the board of 
directors. 

The program for the occasion was 
arranged by Harold Volk, Stuart Volk 
and R. 'C. Farrar. 


Wilbars Hold Party 


Boston.—The Fourth Annual Shoe 
Style Revue, Minstrel Show and Dance 
was given by the Wilbar Associates, an 
employes mutual benefit association of 
the Wilbar Shoe Store of which the 
Bluestein Brothers are proprietors, in 
the main ball room of the New Elks’ 
a here, on Tuesday evening, March 


Manager “Hy” Bluestein, as usual, 
was interlocutor. Some brand new 
song hits and interesting vaudeville 
were introduced. 


Two New Ward Stores 


New YorK, N. Y.—March 31 has 


} 
been set as the date for opening two 


new John Ward stores, selling men’s 
shoes exclusively. One of the new 
stores will be at 555 Fifth Avenue, 
where the entire building is under lease 
to the Melville Shoe Corporation, which 
controls the Ward stores. The other 
will be at 26 New Street, in the finan- 
cial section of the city. 
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ENNA JETTICK 
Health Shoe 


BINAr. 
COM ast 6 


Narrow and Extra Narrow Wide and Extra Wide 








**A boon to those women that, have been obliged to 
either pay high prices or take poorly fitted shoes.” 


You need no longer be told that 
you have an “expensive” foot. 


Your dealer or Enna Jettick Shoes—Auburn,N.Y. 
You'll Stride with Pride in Enna Jetticks 


The above message ts being broadcast to millions of readers through National Magazines throughout 
the United States and Canada, and is backed up with the largest and most comprehensive stock of Fashion 
W elts to retail for the above prices, that has ever been gotten together in the history of Shoe Manufacturing. 

If you are interested and there is no Enna Jettick dealer near you write 


DUNN & McCARTHY, Inc., Auburn, N. Y. 














Reg. U. 8S. Pat. Off. 
Shoes for 
The ‘Smart Trade 

i 








HE “Scandal” Strap Sandal has an unusual 

style appeal. The illustration shows the white 
kid with highly colored Toyo Cloth underlay on 
our 200 last with 20/8 heel—also on our 100 
square toe last with 14/8 box heel and made in 
all leathers. 


Made to Order Only 


Four to Five Weeks Delivery 


Wal. LAMPIE SIRIOK CO. 


| ST. LOUIS Pmt Ma ufact rers 
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24, 1928 











The Spring trim of the Crittenden shoe department in the Odum, Bowers & White store, Birmingham, Ala., 


proved to be a vigorous sale stimulus. 
shoe week for us,” said W. E. Holston, manager. 


“Warm, sunny days and pretty shoes combined in putting over a big 
While a great profusion of high style, high grade shoes were 


shown, the outstanding seller was a cut-out, one-strap, 20/8 heel, medium vamp of honey beige 


Greater Activity Noted 
in Spring Footwear 


St. Louis, Mo.—The retail shoe busi- 
ness is showing a betterment, with 
operators reporting greater activity in | 
spring footwear. During the past week 
there has been a notable increase in 
the demand for colored footwear, par- 
ticularly on those days when the | 
weather was warm and the sunshine 
bright. Saturday was an excellent day 
in the stores. 

Patent leather continues to be strong 
and in some stores the percentage has 
shown an increase in the style field. 
In a large department store the shiney | 
leather has accounted for 70 per cent | 
of the sales. An exclusive shoe store 
reports 60 per cent patent leather foot- | 
wear. In colors, the beige family is 
the first choice. 

For the first time during the present | 
season gray is mentioned as having 
been bought. Nowhere, however, is 
this color mentioned enthusiastically 
as all feel only a small quantity will be 
sold. Red is being predicted as a good 
surprise shoe for later and early pres- 
entations have met with good response | 
from the shoe buying public. 


Kearney with Davis Co. 


CLEVELAND, OHIO (UTPS)—William | 
R. Kearney became manager of the | 
W. B. Davis Co. shoe department. Mr. 
Kearney was formerly assistant man- | 
ager of the men’s shoe department in | 
The Halle Bros. Co. store and also | 
served as buyer of that department a 
few years ago. He was with Halle’s 
for about nine years and has also been 
connected with Hanan & Son and other | 
local stores. Mr. Kearney has been | 
identified with the shoe business for | 
about twenty-five years and is well | 
known in the city of Cleveland. 

J. C. Bain is assistant manager of | 
the W. B. Davis Co. shoe department. 


| State conventions, 


| as one of 
| try. 


gular” 


PorT HuURON, 
MicH.—Charles A. 
Brophy, one of the 
shoe family of Bro- Bia 2 
phy Bros. who 
conducts an exclu- 
sive shoe store in 
the business section 
of this town, under 
this business style, 
recently returned 
home from the In- 
dianapolis conven- 
tion, and is putting 
into practice, he 
says, the many 
constructive ideas for better merchan- | 
dising which he learned there. Mr. | 
Brophy is a believer in “get-togethers” 
of retail merchants, and makes it a 
practice to attend, not only the nearby 
but the National | 
“meets.” He was a prominent figure | 
at the Chicago, the St. Louis, Mil- | 
waukee and Boston conventions. He 
says that he attends conventions to} 
gain more information on how to sell 
more shoes; to keep in touch with the} 


Chas. A. Brophy 


| trade, and to give better service to his 


Mr. Brophy is recognized | 
the best fitters in the coun- 
sells men’s, women’s, and 
lines. He believes in new 
window trims, in selling 


customers. 


He 
children’s 
ideas, in 


| goods, and in giving the people of this 


city style and comfort in footwear. Mr. | 


| Brophy passes on the ideas which he | 


gains at trade conventions to the boys 


| on the floor. 


New Shoe Dept. 


GREENVILLE, S. C.—G. H. Bailes & 
Co. of Anderson have recently opened 
a new shoe department in their branch 
store here. J. W. Hubbard is in charge. 


Shulman Co., Norfolk, 


Opens Men’s Shoe Dept. 


NoRFOLK, VA. (UTPS) — Shulman 
Co.. Ine., of Norfolk, following the 


| present policy of enlarging its quarters, 


opened a men’s shoe department March 
6 as an addition to its regular line of 
haberdashery. This new department is 
centrally located to the Granby Street 
and City Hall Avenue entrances to the 


| original Shulman Store, as well as to 


the entrance from the Monticello Hotel, 
and constitutes one of the most attrac- 
tive sections of the rehabilitated store. 

Viewing it from the entrance on 
Granby Street, one would little suspect 
that a complete line of Nettleton shoes 
is stored behind the novel display win- 


| dows built as a partition to the side 


of the store. This arrangement is the 
most modern development in _ shoe 
stores. Instead of the staring rows of 
shoe boxes lining the walls, the stock 


| is concealed from view behind a par- 


tition of quartered oak paneling, carry- 
ing out the scheme of the interior of 
the entire shop, in which decorative 
show cases display the latest modes in 
shoes and boots. Two arched passages 
between the three display windows lead 


| to the stock room and the feeling of the 


customer is that the shoe brought out 
by the salesmen is the one best suited to 
his tastes. The atmosphere is one of 
comfort and not that of a shop fla- 
grantly displaying its wares. 

W. C. Griffin, assisted by Justin J. 
Joyce, is in charge of the department. 
Both are men of long experience in the 


| fitting of shoes and are familiar with 


the line that has been selected by Shul- 
man Co. Mr. Griffin said he was sure 
the arrangement of this new section is 
the most attractive to be found in the 
South. 
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Men’s Shoes 


6 hE 8 eT 


iT WEYMOUTH. MASS. 








HENRY LILLY CO. 
110 Duane St.. New York 
AUCTION TRADE SALES of 


SHOES and RUBBERS 


Every Wednesday and Friday 














Tus 





Siro 


().. A. PACKARD CO., Makers (P) 
BROCKTON _____- 


NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 


Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 














Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 




















hards & Brennan Co. Randolph, Mass. 








————--- <A 
BOSTONIANS 
SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER Co. 
WHITMAN, MASS. 
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Swing Toward Better 
Grades Noted In Lynn 


LYNN, Mass.—Shoes brighten with 
color as summer styles follow after 
spring fashions. Indian prints and 
leathers of high hues have appeared 
in many shops. Choice of colors 
differs according to locations of stores. 
A western salesman has been sending 
orders: 3 to 1 on colors, while a south- 
ern salesman has been sending order 
for half blacks and half colors. 

The run on early spring and Easter 
shoes, now drawing to its end, was 
steady, and without overtime rush, 
such as attended it in former years. It 
looks as if buyers are placing their 
orders early enough to give time for the 
making of shoes on regular schedules. 
Makers hope that buyers will keep up 
the practice. 

Women buy a third of the country’s 
shoes. They used to buy only a quarter. 























Lynners believe that the larger rate of 
consumption will be maintained. It 
comes from style, and also from the 
increasing employment of women. They 
have more money to spend. Merchan- 
dising is an important factor in the 
matter. One story, commonly ac- 
cepted in Lynn, is that women spent 
more money for footwear last year 
than for any year in history. 

Finer grades of shoes are selling 
steadily. Production is up to a new 
high point in Lynn. There is a wider 
margin of difference between real fine 
shoes and those of lesser grades and a 
consequent difference in style value. 
Another story, commonly accepted in 
Lynn, is that women who changed from 
fine shoes to popular novelties, being 
tempted to do so by price and style, 
have now changed back to fine shoes. 





Buckle Salesroom Moved 


New York, N. Y.—L. Alterson & 
Co., manufacturers and importers of 
jewelry novelties and buckles, are mov- 
ing their salesroom to 303 Fifth Ave- 
nue. The factory and office will be 
maintained at 54 West 2ist Street. 
This concern has recently marketed and 
is patenting a novel shoe fastening for 
strap pumps. 


Walter Rapp Ill 


BROCKTON, Mass.—Walter Rapp, 
resident of the Rapp Leather Co. of 
oston, and vice-president of the Brock- 

ton Agricultural Society, sponsors for 
the Brockton Fair, is seriously ill at 
his home here. He is under the care 
of specialists. 

















Good Run On White Is 
Expected In Haverhill 


Easter Merchandise Will Be on Its 
Way Soon , 


HAVERHILL, MAss.—Easter merchan- 
dise will be out of local factories dur- 
ing the week of March 27. Manufac- 
turers report that deliveries in almost 
every instance will be made in ample 
time for Palm Saturday. The present 
volume of business is good, although 
plants are not taxed to capacity except 
in a few instances. Some delays in 
receipt of leather have held up cutting 
operations in a few plants, but general 
production is moving along smoothly. 

Future business is not promising to 
date, although a few manufacturers see 
a good white run in the offing. Very 
little future business is written on the 
books. Salesmen are leaving daily with 
late season samples and hope to stir 
up some new business for immediately 
following the Easter trading season. 

Straps are the leading pattern with 
ties, gores, sandals and pumps in lesser 
favor. Kid in both the light beige 
shades and bright reds and greens is 
conspicuous. Black in patent and 
suede holds up well, although suedes 
are in lesser prominence. Satin is com- 
ing in in a few establishments. 





Sole Leather Department 
Being Moved to Campello 


BROCKTON, Mass.—The Geo. E. 
Keith Co. has begun the removal of 
its entire sole leather department from 
its Boston factory to its headquarters 
plant in Campello, according to an an- 
nouncement made by Vice-president 
Charles E. Moore. The innersole de 
partment of the concern now is housed 
in a central factory here and the com 
pany proposes to add the heel depart- 
ment so that all the soleleather work 
will be done near at home. The trans 
fer will mean work for 125 additiona! 
hands, practically all of whom will b 
hired here. 





Howard T. Rhoades Dies 


BROCKTON, Mass.—Howard T 
Rhoades, for many years a salesma! 
for New England and New Jersey rub- 
ber concerns, died at his home her: 
recently after a long illness. His las 
employment was as a salesman for th: 
Boston Woven Hose and Rubber Cx 
For several years he was in the emplo 
of the Hamilton Rubber Co. of Trentor 
N. J. Besides his widow he leaves 
son, Howard T. Rhoades, Jr., and 
daughter, Miss Virginia Rhoades. 


lar; 
SCO) 
ticl 
loce 
18, 

cen 
gra 
ject 
oce: 
fact 
uré 





nS HK or HS ct OD et 


March 24, 1928 


BOOT AND SHOE RECORDER 95 








United Shoe to Erect 
New Building in Boston 


BosTonN, Mass.— The United Shoe 
Machinery Corporation is having plans 
prepared for a new building in this 





Architect’s drawing of new United 
Shoe Building in Boston 


city in which will be housed the offices 
of the parent company, its subsidiaries 
and affiliated companies. 

The building, which is to be erected 
on Federal Street near High Street, 
will be fourteen stories in height. Of- 
fice space in that portion of the build- 
ing not occupied by the owners will be 
leased for general office purposes. 

Contracts have been let for the re- 
moval of the buildings at present on 
the site and building operations are 
expected to go forward without delay. 


Haverhill Manufacturers 


To Enlarge Association 


HAVERHILL, MAss.— The Haverhill 
shoe Manufacturers’ Association held 
an organization meeting March 13, at 
which time 40 of the city’s leading shoe 
men discussed plans for a new and 
larger association, with a much wider 
scope of activities. The present ar- 
ticles of association under which the 
local shoe men are united, expire April 
18, but the body will continue under a 
central head with an enlarged pro- 
ram. Industrial matters were sub- 
jected to lengthy consideration on the 
occasion of the convention of the manu- 
facturers and many constructive meas- 
urés were proposed. 


Shoe Stock at $105 


HOLBROOK, Mass.—Eugene F. 
O’Neill, president of the Brockton Shoe 
Co., gradually is buying up the stock 
in his concern held by Holbrook resi- 
dents who purchased the shares as an 
inducement to him to locate part of 
his factory in the town. The par value 
of the stock has been $100 a share, but 
it is being redeemed at $105. At the 
present time the factory is busy turn- 
ing out a large order for Cuban in- 
terests in addition to its regular volume 
of business. The Cuban order is pro- 
viding an output of 100 dozen a day. 








Crowhurst Leather Co. 
to Succeed Norris 
Patent Leather Co. 


Announcement has just been made 
that the Norris Patent Leather Co. of 
Sparrowbush, N. Y., will shortly be 
succeeded by a new organization un- 
der the name of the Crowhurst Leather 
Co. The president of the new concern 
will be James Crowhurst, who is well 
known as an expert maker of patent 
leather and who has had an experience 
of many years in all phases of this 
craft. 

Among the prominent producers of 
patent leather with whom he has been 
connected are the Seton Leather Co. 
of Newark, and more recently the Phil- 
lip J. Murray Co. of Belleville, N. J., 
from which organization he has just 
resigned. He will be assisted in his 
new company by his son, P. J. Crow- 
hurst. 

The new company expects to produce 
a high grade patent leather and will 
start operations in all probability be- 
fore the end of the coming month. 


G. R. Kinney Stores 
Not to Sell Educators 


In an article published in this paper, 
issue of March 10, the statement. was 
erroneously made that the Educator 
Shoe Corporation of America was or- 
ganized for distribution of shoes 
through the 300 Kinney stores located 
throughout the country. On the con- 
trary, the new incorporation of the 
Educator Shoe Corporation of America 
will carry on the Educator business 
much along the same lines as it was 
carried on under Rice & Hutchins. 
The Educator Shoe Corporation of 
America expects to distribute Educator 
shoes through the hundreds of earnest 
merchants who have adopted, worked 
with and protected the Educator fran- 
chise in their respective communities 
through past years and will have no 
competition on Educators from the G. 
R. Kinney Company shoe stores. 

The key men of the old Educator fac- 
tories and of the old Educator sales 
force are now in the employ of the 
Educator Shoe Corporation of America 
and also practically every outstanding 
representative of Educator shoes in the 
old days is now engaged in represent- 
ing Educator shoes by a new and per- 
haps more advantageous method. 


Storr Joins McLoughlin 


AMARILLO, TEX. (UTPS)—Announce- 
ment of the reorganization of the Mc- 
Loughlin Boot & Shoe Company here 
has been made by M. McLoughlin, pi- 
oneer cowboy boot maker and capitalist. 
R. E. Storr, who has spent the greater 
part of his life in the leather business, 
is now associated with Mr. McLoughlin 
in the McLoughlin-Storr Boot & Shoe 
Company, 114 East Fourth Street. 

The company will specialize in mail- 
order business but in the future will 
also give particular attention to mak- 
ing and repairing fine shoes for women, 
especially western women who patron- 
ize this famous old bootmaking estab- 
lishment. 


Oh re er 


WHERE TO BUY 
Men’s Shoes 


Oe a ee, 





aoe HAND LASTED 
BION F-REYNOLDS Commu 


BROCKTON, MAS . 





Makers of Gentlemen’s Fine 
Footwear Since 1850 


JONATHAN RoBINSON 


NorTHAMPTON, ENG. 
Representative: 
F. D. Connor, Manchester, N. H. 
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50 STYLES IN STOCK 


EMERSON SHOE MFG. CO., Rockland, Mass, 
Write for catalogue today 











WHERE TO BUY 
| Standard Shoe Materials 


| i el ee heli lie ek 


est Virginia 


Fibre Board 


Exacting standards of manufacture 
produce Uniform Quality. 
Pulp Product Department 
West Virginia Pulp & Paper Company 
Detroit New York Chicago 








GGSsCOBB Colored 


_—-—> 


Chrome 








The One 
Waterproof 
Leather That 
Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danversport, 95 South St, Besten, Mase. 








Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 








PARISTYLE FOOTWEAR MFG. = INC. 
Factory and Salesrooms 
40-46 West 25th St., New York 
HIGH GRADE TURN MULES and DOR AYS 
Satins, Kids, Brocades and Fancy Patterns 
$27.00 per doz. and up 
Cataleg 


sent on 
request 


















Two Strap Sandal 


Cc. D & E—2%-9 
In Stock 
No. 3-2 at $2.35 
MORAN-HERMANN- 
McMANUS. INC. 
Auburn, Maine 
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Shoe Buckles 
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TriFaR!1 & De ALTERIIS 


Importere and Manufacturers 


OUT STBEL BEADED 
RHINDSTONE 


OE ORNAMENTS 


SH 
101-103 West 37th Street, 
New York City 
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CUT STEEL $3 
BEADED-RHINESTONE | 








“Decidedly Different” 
Importers 
MAISON MANN, INC. 


formerly 
BAUER & MANN 
3 West 20th St., New York 
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Patent Leather Leads 


In Cincinnati Factories 


CINCINNATI, OHIO—Factory officials 
in this section rate black patent as one 
of their best bets for spring and sum- 
mer. A_ large percentage of orders 
coming in for immediate or future de- 
livery are for pumps and straps of this 
material. One or two manufacturers 
declare that fabrics are being called 
for in large orders. Colored kid is 
good, but does not come up to early 
predictions. 

A very satisfactory amount of im- 
mediate delivery business is coming in 
on stock shoes at The Krippendorf- 
Dittmann Co., Frank X. O’Brien, vice- 
president, reports. Present orders call 
largely for colored kid and _ black 
patent, and black kid continues to go 
out in fairly good volume. Some of 
Krippendorf’s late spring samples have 
already gone out and they are getting 
ready to start on fall samples the latter 
part of March. 

A. J. Sachs, president of the Sachs, 
Bruson & Vigorith Shoe Co., reports 
that their factory is running at ca- 
pacity. Some colored kids are being 
made up, Mr. Sachs said, although the 
greater part of their output is pumps 
and straps in patent and fabrics. 

In addressing the Ohio Credit Men’s 
Association, of which he is president, 
Alfred T. Woodward, credit manager 
of the U. S. Shoe Co., ‘stated that credit 
conditions are normal and collections 
satisfactory. 


To Ask Tariff On Shoes 


HAVERHILL, Mass.—The Haverhill 
Shoe Manufacturers’ Association and 
the Shoe Workers’ Protective Union, 
have united in the movement to secure 
a tariff of 35 per cent on foreign-made 
shoes. The great increase in imports 
of leather shoes during the past few 
years is responsible for the concerted 
movement to secure protection for the 
American industry. The enactment of 
a tariff law is being solicited, a bill al- 
ready having been introduced by Con- 
gressman William Connery of Lynn. 








New Shelving System 


CINCINNATI, OHIO—The Irwin Co. 
shoe department, located on the mez- 
zanine floor of Irwin’s Fashion Shop, 
recently underwent improvements and 
is now one of the most up-to-date de- 
partments in this section. The new 
shelving system that Manager H. E. 
Morisse decided to use, keeps all shoes 
completely hidden with the exception 
of a few pairs displayed in a show case 
here and there. 


Novel “Ad” Stunt 


Aucusta, Ga—Recently the Junior 
League held a ball at the Forest Hills- 
Ricker Hotel. Several hundred society 
people paid $7 a head to attend this 
event. When the committee from the 
league called at the Saxon-Cullum 
store, Henry Cullum, Jr., realizing the 
value of the advertising, had a photo- 
graph taken of himself and the com- 
mittee in front of the store. This pic- 
ture was later used on a page adver- 
tisement in the league’s program. 





| ternational Shoe Co. 














New Plaque Aids 


in Visualizing Shoe 





This shoe display plaque, a new ir 


vention, is designed to give instant 


visualization of how any material or 


combination of materials will look in a 
made-up shoe, without making a 
dummy model or pull-over. It consists 
of two pieces of aluminum, on one of 
which is a shoe in bas-relief. The top 
plate fits over this, as shown in the 
picture, clamping down any material 
put over the lower plate. The new de- 
vices, called a “Shoe Material Display 
Plaque,” is manufactured by the 
Plaque Novelty Display Company of 
Rockville Center, L. I. 





International May Have 


Shoe Plant in Mexico 


Frank C. Rand, president of the In- 
and Industrial 
Club of St. Louis, in an address given 
at a dinner sponsored by the American 
Chamber of Commerce of Mexico, men- 
tioned that his firm contemplates buil(- 
ing a branch factory in Mexico. He 
said that a study of conditions with 
this project in view is in progress. 

In discussing Mexican affairs, Mr. 
Rand said we should not permit Mexic: 
to hurt herself by the nation’s attitude 
toward the United States at any time. 
He urged also that American motives 
in Mexico should be so well defined as 
to eliminate any possible misconcep- 
tion. 

He said that St. Louis has a monthly 
trade with Mexico amounting to a 
quarter of a million dollars on which 
“collections have proved to be 99 per 
cent.” Since 1914 the trade with 
Mexico has grown 25 per cent. 





Crepe, Newest Shoe Fabric 


New shoe materials are appearing 
almost every day—new weaves in fab- 
rics, new colors and finishes in leathers 
—even new methods in tanning and 
finishing, as witness the use of the 
ultra-violet ray as a _ substitute for 
natural sunlight in the “sunning of 
patent. Now comes the use of the 
crépe weave in the creation of a new 
shoe fabric. This latest addition to 
the materials group has been put out 
by William Skinner & Sons of New 
York City. This is an all-silk crépe, 
known as Skinner’s “Flambeau” shoe 
crépe, made with a heavy crinkle a 
specially designed for use in high gr: 
shoes. It is being sampled freely by 
manufacturers in those grades {or 
which it is intended and has been made 
up in black, white, gray and honey 
beige. 
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He Wins Races With a 13 AA Foot 


New York, N. Y.— 
Dr. Otto Peltzer, Eur- 
ope’s greatest runner, 


who defeated Paavo 
Nurmi, and other Conti- 
nental champions, wears 
13AA shoes, according 
to Dr. Wm. M. Scholl, 
famous orthopedist of 
Chicago, who was host 
to the German ace dur- 
ing his Chicago visit. 
“He has about the most 
perfect feet of any run- 
ner I have ever seen,’ 

said Dr. Scholl. “The 
long narrow foot and 
high arch give him that 
magnificent springy 
stride and powerful lev- 
erage. They enable him 
to run long distances at 
high speed without tir- 
ing. All-muscular at- 
tachments are very 
prominent and the leg 
muscles can be traced to 
their origin. They are 
splendidly balanced and 
coordinated. His feet are normal in 
every respect and he takes good care 


of them, raising on the toes repeatedly | 








to strengthen the longitudinal arch.” 
The photograph shows Dr. Scholl ex- 
amining Peltzer’s feet. 
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WHERE TO BUY 


Shoe Price Ticket Holders 


6 A OE eT 








POLLY CLIP 
For Eaee Price Tickets 
S AT ANY GL 


TILT AN E 
Small, neat, everlasting. Now used by 
first class shoe stores. ross $5. Half 


$2.75. Se with trial order. 


M. GER Co. 
416 Victoria Bldg., St. Louis, Mo. 
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WHERE TO BUY 
Ballet Slippers 


Oe er er 





Southwest Convention 
to Be Held Feb. 11 to 13 


DALLAS, TEX. (UTPS)—The annual | 


convention of the Southwestern Shoe 
Retailers Association and the South- 
western Shoe Travelers Association, 
composed of the shoe men of Texas, 
Oklahoma, Louisiana, Arkansas and 
New Mexico, will be held at Fort Worth 
Feb. 11, 12 and 13, it was decided at the 


meeting of the convention committee a | 


few days ago. At the coming conven- 


tion it is expected 5000 shoe men will | 


be in attendance. 
At the meeting attended by some of 


the officers of the organizations as well | 


as the committeemen, the matter of | 


publishing a style magazine in connec- 
tion with the convention was discussed 
at some length. It is probable the pub- 
lication will be issued. 

Dave L. Tandy is general chairman 
of the arrangements committee. It was 
announced that several hundred dollars 
was added to the entertainment fund 


a few days ago when a dance, spon- | 
| Co., Elbee Shoe Mfg. Co., Cardone & 


sored by the Fort Worth shoemen, was 
given. More than 250 couples attended 
the dance. 


Third Plant Dept. 
Opened in Atlanta 


ATLANTA, GA—A new Thomas G. | 


Plant Co. shoe department under the | 


direction of O. Thompson was 


opened in the Chamberlain, Johnson & | 


DuBose store the first of this month. 
This makes _ three departments now 
operated in the city by Mr. Thompson. 


More Exhibitors for 


Brooklyn Style Show | | 


BROOKLYN, N. Y.—At a meeting of 
the style show committee of the Shoe 
Manufacturers Board of Trade of 
Greater New York, Wednesday, March 





21, it was reported that at least 11 | 


firms outside the association have 
signed up for the style show which 
the organization will stage May 21, 
22 and 23 at the Hotel Commodore, 
New York. 

This with the 30 members of the as- 
sociation, all of whom probably will 
shaw their shoes in the show, makes 
a total of more than 40 exhibitors. An 
invitation has been extended to the 


bench made producers in New York to | 
join in the show and it is probable | 


that several of them will accept, so 
that before the first curtain rises there 
mav be 50 exhibitors all told 

The firms outside the association 
that have joined in the show are 


Heim & Doremus, J. J. Kozak & Son, | 


Thomas D. Mackey Co., Artistic Shoe 


Baker, Eleco Shoe Manufacturers, 
Wolnicar Shoe Co., Tull & Gordon, 
Schwartz & Benjamin and Meyer 
Brothers. 





Cantor & Schindler Open 


BROOKLYN, N. Y.—Norman Cantor | 
and Emanuel Schindler have taken over | 


the shoe store at 820 Kings Highway, 
this city. Mr. Cantor was formerly 
with Julius Cooper of Yonkers, N. Y., 


| and Mr. Schindler was with the L. B. 
Schindler Shoe Co. of New York City. | 


The new department will be managed | 


by Mrs. Mattie Lee Jordan, who has 
been with Mr. Thompson in the Rich 
store for 16 years. Shoes ranging in 


price from $8.50 to $15 will be carried 
under the store name. 


Mr. Cantor will devote his entire time 


to the store and will act as buyer. The | 


store carries a full line of men’s, 
women’s and children’s shoes at popu- 
lar prices. 


BALLET SLIPPERS 
Made on Right and Left Lasts 


sg Miss, Childs 

No. 600 Black Kid. 
No. 604 White Kid. 
Ceast Prices Slightly Higher 


BROOKS SHOE 
MFG. CO. 
Philadelphia— 


1725 No. 6th St. IN 
Los Angeles—1162 So. Hill St. STOCK 











HAND TURNED, BLACK KID 
BALLET SLIPPERS 


IN STOCK 
Women’s, $1.35; 
Misses’, $1.30; 
Children’s, $1.25 
Mail orders prompt- 

ly attended to 
ROTH & ROSENBERG SHOE CO. 


Manufacturers 
124 N. Srd St., Philadelphia 























In Stock Black Bal- 
let Slippers 


Ladies’ $1.25 pr. 
Misses’ 1.20 pr. 
Childs’ $1.15 pr. 


BLOG SHOE CO., INC, 
147 Duane St., 


New York, N. Y. 

















BALLET SLIPPERS-—IN STOCK 

ef the unusual kind 

8102 Bik. Kid Hand Ture 
Seft Tee 


1i—$1.35 
2— 1.40 









Child’s 6 te 


SCHWARTZ & FESSaR. Inc. 
Specialists in Ballet Manufacture 
241 No. 1ith St., Philadelphia, Pa. 
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WHERE TO BUY 


Women’s Novelties 





Net. 

One of many incomparable values— 
Rush order—Ask for circular. 
B4303—Bik. Pat., Bn and 
Blonde Satin Bow 
0 spike heel; 3- SC only. 

02—Same, 14/8 Cuban heel. 
Samuel Cohen 
Shoe Co. 
72 Lincoin St., Boston, Mass. 


In-Stock—Perfect $3.95 Seller— 
$2.60 











Latest Styles at 
way in Stock 
one ee WRKOTY. 














and Price on 
Women’s Novelty 
McKays. 

Send your byes and de- 
he ft you need. 





Louis oo oe Com- 
ony, ing 8 147 — 








WHERE TO BUY 
Slipper Supplies 





POMPOMS AND ROSETTES 
The right merchandise at the right 


Somples sent on request. 
HY-GRADE SLIPPER SUPPLY CO. 
693 Broadway New York City 











WHERE TO BUY 


Store Fixtures 


GOOD WINDOW 
FIX TURES 


sand Bu 


,OODWIN & CO 
ORCESTER MASS 





Oscar Tate Dead 


KNOXVILLE, TENN.—Oscar M. Tate, 

resident of the _Haynes-Henson Shoe 
Co. of this city, is dead at the age of 
58. He is survived by his widow and 
one ‘son. 





A Dozen “Dos’’ 


[CONTINUED FROM PAGE 55] 


suit or overcoat. It would not be a bad 
idea to have a pair or two carefully 
selected shoes on display in the cloth- 
ing department, or the haberdashery 
department. It is common for sales- 
men to suggest a tie to match a shirt, 
or socks to go with a suit—why not 
match up with shoes also? 

11. We will talk with our customers 
about shoe-upkeep, that is—about hav- 
ing their shoes always in good repair 
with laces or buttons in order, heels 
properly built up and neatly cleaned 
and polished. I know a busy office man 
who keeps a spare pair of shoes in his 
office closet and has a boy come regu- 
larly every day to polish them, thus 
keeping him always in possession of a 
neat pair of shoes without spending 
his time among bootblacks. 

12. Shoe salesmen should endeavor 
to make their store a real service sta- 
tion, style headquarters and personal 
clinic for the benefit of their customers, 
so far as. their shoes are concerned. 
After a salesman once gets his mind 
sold on the value of this kind of study 
and presentation he will find a never 
ending line of detailed ways in which 
to sell it to the individual customer. 
Men like to be looked after—they like 
to have advice from those more com- 
petent than themselves. They do not 
want to be told by someone who is just 
making idle suggestions to stimulate 
trade, but a man is quick to sense com- 
petency and a close individual study of 
his requirements. A real competent 
shoe salesman or hat salesman or 
clothing salesman can and nearly al- 
ways does direct the purchaser in his 
selection whether the purchaser knows 
it or not. When skilfully done and when 
done along the lines here suggested the 
customer becomes not only satisfied but 
enthusiastic. What is more he comes 
back again. What is still more he buys 
more goods. And what is still and be- 
yond more he becomes the most effective 
advertising medium which the world 
has yet known, a personal word-of- 
mouth promoter. 


St. Louis to Have Two 
Sears-Roebuck Stores 


St. Louis, Mo.—Two retail depart- 
ment stores representing an initial in- 
vestment of $2,000,000 will be opened 
in St. Louis, by Sears-Roebuck & Co., 
national mail order and department 
store concern, according to an an- 
nouncement made by R. E. Wood of 
Chicago, president of the company. One 
of the stores will be on the South Side, 
and the other on the North Side. 


Slipper Shop Opened 


BEAUMONT, TEX. (UTPS)—The Slip- 
per Shop, a store handling women’s 
shoes and hosiery exclusively, has been 
opened at 480 Orleans Street. The 
business is operated by S. Wyde, who 
resigned from the Wyde Shoe Co. to 
engage in the new venture. The fur- 
niture and fixtures in the new store 
are of the latest designs and were in- 
stalled with a view of affording every 
convenience and shopping comfort to 
the customers. 





WHERE TO BUY 
Children’s Shoes 
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“ELAM”’ 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 


ROCHESTER, N. Y. 
Boston Office: Statler Bidg., Room 532 














Showing Shoes 
to 25,000 


[CONTINUED FROM PAGE 63] 


The vogue for beige in footwear was 
especially marked in the revue. Bieges 
of every shade imaginable, from deli- 
cate tones of parchment to the deeper 
shades of rose beige were featured in 
reptilian, suede and kid-skin shoes. Al- 
though many combinations were fea- 
tured, the simplicity of models was 
said to be significant of revival of 
classic lines. Another feature empha- 
sized was the low heel adaption of 
smart models for street wear. 

Those who had charge of the revue, 
with Mr. Levy, were M. Rodger Dough- 
erty, president of the Louisville Shoe 
Dealers’ Association; H. G. Schutz, 
vice-president; Maurice B. Ades, sec- 
retary, and various committees headed 
by Stuart Levy, T. R. Browne, W. H. 
Lyons, J. C. Fedler, Jr., Fred B. Koh- 
ler, J. B. Eubanks, R. S. Manchester, 
J. W. Latham, R. M. Price and R. A. 
Geisting. 


Does Selling Price 
Determine Cost? 
[CONTINUED FROM PAGE 50] 


eliminating waste, and in helping his 
concern to get on a mass production 
basis. 

There are two principal ways he can 


elp: 

1. By helping his own factory to 
eliminate wastes, or if he be the buyer 
for a merchandising concern, by buy- 
ing goods which will not only sell, but 
also bring the purchaser back to buy 
again. 

2. By making it possible for those 
from whom he buys to achieve mass 
production, so that they can reflect 
their savings in the prices he pays 
for their goods. 


Two McCain Men 
Promoted 


St. Louis, Mo.—James Larkin, form- 
erly associated with the Shoe Mart 
St. Louis, and L. H. Bergfeld, also with 
the same company, have been ma 
managers of two new departments 
opened by McCain-Wright, Inc., wh 
operate the Shoe Mart stores in 
Louis. Larkin will go to Bloomingt 
Ill., where a department has been 
opened in Bentley’s and Bergfeld v ill 
take a similar position at Bentley’s 
Springfield, Ill., store. 
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NOT ONLY WHITE BUT—MEERSCHAUM WHITE 


GET OUT YOUR FILE-O-STYLE 
LOOK AT THE WHITE JADES 
THEN CONSIDER THIS— 


V ogue, in its current issue and in an advance issue, talks White 
Jade Kidskin continually—especially for resort wear, which means, 
of course, late Spring and Summer. They describe White Jade this 
way: “Looks like clear white lightly powdered with dust.” 


That’s why we want you to study your File-O-Style—so that you 
might see for yourself that only one White Jade tallies with this 
description—our MEERSCHAUM. We want you to buy it—we 
want you to buy it, because Vogue has already noted its success, 
because it is light enough to be sold as pure white and because it 
is in perfect harmony with the natural coloured dresses and the 


backgrounds of the printed frocks. 


REMEMBER! 
NOT ONLY WHITE BUT—MEERSCHAUM WHITE 


New Castle Leather Co., Inc. 
Samples from Room 1702—100 Gold St., N. Y. C. 
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POSITIONS WANTED 
LINES WANTED 
ALL OTHERS 


ALL DISPLAY SPACE 





4c per word. Minimum Charge 75c. 
4c per word. Minimum charge 75c. 
7c. per word. Minimum Charge $1.25 


Five dollars per inch. Allow 45 words to an inch 


Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 
When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 

Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 


























SALESMEN WANTED 








We are looking for salesmen 
who are acquainted with dealers 
who sell service shoes particu- 


larly in 
Virginia Kentucky 
W. Virginia Tennessee 
N. Carolina S. Carolina 
Georgia Alabama 
Mississippi Louisiana 


Goodwill Shoes 


For Hard Serv 














ONE of the largest manufacturers of women’s 
nationally advertised welt and McKay shoes 
has three openings in its sales organization: 
one to cover most of state of New York outside 
metropolitan district; one to work Chicago along 
with present salesman; and one to cover Detroit, 
Milwaukee. e Chicago and New York men 
might be permitted to handle other non-conflict- 
ing lines. Address D-364, care Boot and Shoe 
Recorder, 189 W. Madison St., Chicago, III. 





SIDE LINE MEN for Michigan, exclusive of 
Detroit and vicinity, on straight commission 
basis, for “Spring Arch” and “World Beater” 
Men’s shoes, in-stock. Brandau Shoe Co., 248 
W. Jefferson Ave., Detroit, Mich. 





ALESMEN to represent women’s popular 

priced novelty line for immediate delivery. 
All territories open. Address D-396, care Boot 
and Shoe Recorder, 239 W. 39th St., New 
ork, N. Y. 





SALESMAN wanted for all territories either 
as side or main line to carry manufacturers 
snappy line of Felt, Leather and Novelty House 
Slippers, for Men, Women and Children. Want 
men who have established trade and who cover 
their territory by car only. Liberal commissions 
paid either weekly or monthly. In replying 
state territory covered, references, etc. Address 
D-398, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 





RARE OPPORTUNITY :—We are changing 
representatives in the following states in 
which we have established trade: North Caro- 
lina, South Carolina and Missouri. ant men 
to carry our line of In-Stock leather house 
———— as side line. Must live on territory 
and cover same close by auto. Give full particulars 
in first letter. No drawing account. Weekly 
settlements against orders received. Twenty 
men now successfully selling line. Easiest sell- 
ing commodity in shoe game today. Maid-Rite 
Corp.. (Manufacturers), 35 York Street, Brook- 
lyn, N. Y 





WANTED MEN’S TURN SLIPPER 
SALESMEN. We have certain territories 
— for the right salesmen to handle our line 
of slippers, which are popularly priced and 
nationally known. Liberal commission, no draw- 
ing account. In writing, give experience. ref- 
erences and territory desired. W. R. Shrigley, 
Merrill Porter & Company, Lynn, Mass. 


POSITION WANTED 


WANTED TO PURCHASE 





SHOE BUYER AND MANAGER. Ls ata = 4 
experienced executive desires connection wit 
retail store or shoe department. Fifteen years’ 
experience, ten as manager and buyer. Highest 
references as to character and ability. Address 
D-387, care Boot and Shoe Recorder, 189 W. 
Madison St., Chicago, Ill 





BUYER, salesman, store manager, thoroughly 
experienced, fifteen years in retail shoe busi- 
ness, desires position with retail shoe depart- 
ment, chain store or individual. Live wire. 
Capable of producing the goods. Married. 
Age 32. Can furnish good character and busi- 
ness references. Any location. Address 
E, H. Goldman, 108 East Pearl St., Torring- 
ton, Conn. 








LINE WANTED 


WANTED Line for North and South Carolina, 
Georgia and Florida by thoroughly experi- 
enced Salesman with large established business 
among the better merchants. Fourteen years 
in the territory. Now employed but seeking 
change. Address D-395, care Boot and Shoe 
Recorder, 207 South St., Boston Mass. 








WANTED:—I adies’, Children’s and Men’s 
Lines for the South. Address Post Office 
Box 1069, Jacksonville, Florida. 





ANTED:—Men’s and Boys’ in stock line to 
retail $4 and $3. M. Pallas, 289 Merrick 
Road, Lynbrook, N. Y. 








BUSINESS OPPORTUNITY 


WENTY-FIVE THOUSAND DOLLARS 

will purchase a Shoe Factory equipped and 
all ready to run. Reasonable terms to the right 

rty. Factory situated in low wage centre. 
axes and Rent nominal. Lowest Overhead 
Cost in New England. We can guarantee the 
sales of a considerable portion of the production. 
A small investment will put the right man in 
a paying business. Address D-378, care Boot 
and Shoe Recorder, 207 South St.. Boston, 
Mass. 











FOR RENT 


SHOE Store for rent:—In heart of business 
section of South Milwaukee, Wisconsin. 
Write Alex. Stosick, above address. 











MERCHANT NEEDS 








Good Grade Round 
Advertising Pencils 
Round Nickel Tipped 


Se 250 500 1,000 Sample en 
Colors $10.00 $17.50 $30.00 Request 


W. E. FOLLIS 
Advertising Service 
159 N. State St., Chicago 

















CASH PAID 


tor emtire shoe stecks er surplus stocks e! 
shoes or other merchandise. Any quantity. 
Prompt attention given. 


KIRSCH-BLACHER CO., Ine. 


622-624 Broadway, New York, N. Y. 
Phone Spring 14438 


\| 











HIGHEST CASH PRICES PAID 


MAX GLAUBERG 
436 Grand Street, New York City 





We also purchase clothing, hats, furnishing 
goods, ‘ete. r Dry Dock 0852 











Sell Us Your Left Over 


New Yor Export Puscnasinc Coar. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 














MERCHANT NEEDS 
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FOR RENT 


FOR RENT 














Barclay Building 


299 Broadway, S. W. Cor. Duane St. 


IN NEW COURT HOUSE SECTION 


“Its Prestige Fully Established” 


OFFICES Large and Small Units 


Rents Include Full Building Service—No Extras 


WM. C. WALKER’S SONS Agents 
WRIGHT BARCLAY 


299 BROADWAY 




















MERCHANT NEEDS 








sas 
ON THE OCEAN FRONT, 


Breakers. 


ATLANTIC CITY N.Z 
Styles may come and styles may gv—will your 
en health on forever? Guard it by a rest 
Atlantic 
Joel Hillman 
President 








a al 

Me ANS, SSS 

Now Spring—Then Summer 
at the 


ST. CHARLES 


On the Boardwalk — Atlantic City 


OU’LL have a new sort of enjoy- 

ment during these seasons which 
form a considerable, mild and balmy 
slice of the year. 























re 


The CAHILL CARTON 
THE CARTON THAT OPENS IN 
THE FRONT 
BEAUTIFUL COLORS 


ANY SIZE 
SHIPPED KNOCKED DOWN 


Write for Samples and Details 


HARRISBURG, Pa 


HARRISBURG, PA. 











Free Shoes For Babies 


CINCINNATI, OH10.—The Potter Shoe 
Co. believes in getting young customers 
and holding them as they grow up. A 
card is sent out to every new baby in 
greater Cincinnati announcing that a 
free pair of baby bootees may be had 
by presenting the card at the Potter 
store. The cards that are turned back 
in are put on the mailing list and as 
the baby grows older, literature is 
mailed to it illustrating the types of 
shoes a child this age should wear. 
This has been the Potter custom for 
years and they now have grown-up cus- 
tomers who got their first pair of shoes 
by returning the baby-card. 





MERCHANT NEEDS 





‘WINDOW 


IDISPLAY FIXTURES 


I SEGALLE SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS 





Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors. 


Made in all styles 
to suit any shelving 
condition. 


@et our price before 
placing your order 
Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 
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PRIMROSE BUCKLE DEVICE 
Holds Better—Costs Less—Safer 





SAMPLES GLADLY FURNISHED 


Primrose Novelty Corp. 


Room 332, Bible House, 
New York City 





EVERY 
KNOWN TYPE 
tf 


DISPLAY FIXTURE 


CATALOG 6-5! 
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A SNAPPY OXFORD—A PRETTY STRAP 





Two of our best Dickory 
Dock sellers for Spring. 


Orders now taken for delivery 
April 15 to May 1. 





TRUITT BROTHERS, Inc., Binghamton, New York 
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QUALITY BOUDOIRS. 
With the worth and _ the 
wear so clearly apparent 
that you can sell them 
easily at a good profit. 
That is the kind of boudoirs 
that bear my name and the 

grade I have specialized 

on for years. Write or 























IN wire for samples. 
and colors, leather and 
rubber 


Deliveries at once. 


STOCK 


36 Pair Cases 


A. W. GREELEY 


Haverhill, Mass. 


12 Duncan Street - 


Black 


heels in stock. 





Ed 











MERCHANT NEEDS 








any 


eee 


$1.45 Each 


According to Size 








American Walnut Finish 
Immediate Delivery 
THE OSCAR ONKEN CO. 


611 West 4th St. 
CINCINNATI, OHIO 











Information for Shoe Merchants 


The advertising pages of the Boot and Shoe 
ite an almost inexhaustible source 
to where and what to buy. 











Goodman Open in Laredo 


LAREDO, TEx. (UTPS)—Goodman’s 
Guaranty Shoe Store, one of the most 
attractive business houses on the bor- 
der, was formally opened a few days 
ago. I. Goodman is owner of the new 
establishment, which is located at 1111 
Iturbide Street. The stock of the store 
is arranged to be easily accessible for 
salespeople. The furniture is of the 
latest shoe house design. The lighting 
and the mirrors are arranged for the 
benefit of the customers. Low display 
cases are used exclusively. The house 
is featuring the better grades of foot- 
wear and is catering to the best trade 
in Laredo and in Neuva Laredo, the 
Mexican city across the Rio Grande. 


Fred Farwell Dead 


Boston, Mass.—F red Farwell, pres- 
ident of the Ground Gripper Shoe 
Company of this city, died suddenly at 
his home in Belmont, Mass., Tuesday 
of this week, following a brief illness. 
Mr. Farwell, who had been head of the 
company for seven years, had spent 
most of his business life in the shoe 
industry, coming to Boston from Cin- 
cinnati, where he had been connected 
with the Julian & Kokenge Company. 
Prior to that he had been a member 
of the firm of Pedigo, Weber & Far- 
well, now the Pedigo-Weber Shoe Com- 
pany. Still earlier he had been with 
the Brown Shoe Company, also of St. 
Louis. Mr. Farwell, who was 43 years 
3 A is survived by his wife and one 
child. 








MERCHANT NEEDS 





QSTABLISHEO Sed 


LABEL 


and 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


FRANK C. MEYER CO... 
Loae8 cag long Pachuaby Ey 
%3-27) LEXINGTON AVE, BRODKLYM, anv 
AMERICA’S GREATEST 
SHOE CARTON & LABEL MPCs 








Womack Buys Standard 


CHARLOTTE, N. C.—F. P. Womack 
has bought out the interests of F. N. 
Littlejohn in the Standard Shoe Co, 
82 East Trade Street. It is Mr. Wo- 
mack’s intention to continue operating 
the store as 2 family shoe store, but 
he will concentrate on Hamilton-Brown 
shoes. 


Heads Credit Bureau 


BELLEFONTAINE, OHIO (UTPS)— 
Herbert Miller, manager of the Coulter 
Shoe Co., has been made chairman of 
the newly organized Associated Retail 
Credit Men and he will head a credit 
bureau to be organized soon. 








March 24, 1928 BOOT AND SHOE RECORDER 


THE QUALITY 


(The Arrival of 
the “Iron Horse” 


ACK in the fifties, there was always an awe-inspired 


crowd on hand to welcome this mechanical marvel | ‘The uncomfortable stub toe 

h R led j ‘ shad ¢ Th characterized the shoe of 
whenever it pu into a station with a clattering roar. e 1857-1858. Today the box 
American locomotive, at this stage of development, was a toe is the secret of the shoe's 
smartness, its lasting beauty 


gaudy affair, with gleaming brass rods. The pride of the and perfect toe comfort. 
eg 4 Id bed oe ‘de the h Manufacturers interested in 
fifties, however, would be dwarfed alongside the huge mon- improving the quality of 
ae: . their shoes are using (elastic 

ster of today. A similar comparison of footwear would also w The Quality Box Toe 


reveal the amazing progress made in shoemaking 
during the past seventy-five years. USAC 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only 

for the right purpose, to the right wearer, in the right fitting, for the 

This is the great problem of the retail 

The chief purpose of THe Boor anv SHOE ReEcoRDER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and léather, 
their production and distribution 


right price, at the right profit. 
. shoe merchants. 


In this Issue— 


INCREASING PROSPERITY BY DE- 
CREASING WASTE 


WHEN IN DousT PLAY PUMPS..... 
They Are Styleful and Profitable. 


Dores SELLING PRICE DETERMINE 
ee ae ear dee 


SERVICE Is WorRTHY OF ITS PLACE 
2 aes ree pica anid ak os 


ere 
If So—Build These. 


SE IE, i vnie60s 6 eesevenses 
To Sell Men’s Shoes. 


O. P. I. (OTHER PEOPLE’S IDEAS)... 
THE RETAIL SHOE SALESMAN...... 


How Goop— ........ Kies tlwent 
Not How Cheap. 


MERCHANTS PLEDGED TO Buy....... 
200 Pairs of Shoes Each. 


SHOWING SHOES TO 25,000....... 
In Cooperative Style Show. 


WHo’s WHO ON THE ROA} ........ 
News of the Travelers. 


SHOE MERCHANTS NEWS .......... 
SHOE MARKET NEWS ............. 
OTHER REGULAR FEATURES. 


By Herbert C. Hoover 
For Economy 
By E. A. Filene 


By John M. Meggett 
Opinions of the Editor ...... 


Inexpensive Window Trims 
By Rhey T. Snodgrass 


By Harry R. Terhune 
By Helen M. Haney ....... sate 
TRO TOE TO aoc scwsievens 


At Southeastern Meet 
At Louisville 
By Helen M. Haney 


About Retailers 
Among Manufacturers 


“more” but “right”; sold 








oie ane MORE 
HOES SOLD RIGHT 
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SUBSCRIPTION RATES 
The subscription price -of the Boor anp Sior Recorper is $3.00 for one year. 


which includes 


postage in the United States, its possessions, Canada, Mexico, Spain and its colonies and South 
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All subscriptions are payable in advance. 
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Air Mail Shoe Co., Cincinnati, O....... 
Aronson Bros. Shoe Co., Boston, Mass. 
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EY eu sadedtho sweeney <0. o 
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Next Week 


you will find 
in the 


Boot and Shoe 
Recorder 


OTS of retail merchants do good 
, advertising. But even in the 
good advertising there is something 


lacking—continuity. Advertise- 
ments should be like serial stories in 
the magazines. They should lead 
logically from one style to another 
and should be bound together by one 
dominant note. How to do this 
(illustrated) will be an interesting 
feature of next week’s issue. 


INDOWS and more windows, 

but in this case we show how 
to create display units and use them 
again and again, each rearrange- 
ment creating an entirely new type 
of trim. Your initial expense can be 
spread over weeks, and even months 
—an economical way of achieving 
Fifth Avenue effects. 


HE why of the strap pattern. 

What is its place in style? With 
what silhouettes does it harmonize? 
What will be its place this spring and 
summer. An interesting analysis. 





BOOT AND SHOE RECORDER March 2.!, 1928 





VULCO-UNIT 
| ot OP. Gis iO) ore 
ARE WATERPROOF 


Rainy and snowy weather are the 


Teareaesrenme)| Saute in footwear. 


Because Vulco-Unit Box Toes aré 
waterproof, they will not soften or 
: become shapeless, and are a certain 
: guarantee of continued character and 
Sard (ceilene ates Merci datceltrcarelelanastemiiicney 


faate Shoe. 


s 


m BECKWITH MEG. CO. 
t Manuta turers f Box ] ‘ in the World 








